





He Is The Man! 


E hear a lot of talk these days about re-wiring 

America. But the electrical wholesaler is in- 
clined to just sit by and watch the situation—wait- 
ing for the power companies or the contractors to 
move. Such a policy on their part may be dis- 
astrous not only to them but to the entire electrical 
industry. 

With 22,000,000 homes and maybe 500,000 com- 
mercial buildings and 100,000 factories suffering 
from need for more copper, as well as more outlets, 
if electrical men don’t do something—somebody else 
will. For too much wiring business is waiting in 
this country, to be overlooked by General Motors 
or Sears Roebuck or some other great organization, 
already deep in the electrical market. The re-wiring 
of America offers a rich opportunity for profit. Elec- 
trical men must take it now or they may lose it to 
some new national chain of wiring shops. 


To have this business go to outside interests 
would be a calamity to the electrical wholesaler. 
For the electrical contractor would soon lose all work 
but the large engineering construction. The present 
volume of sales to the bulk of the contractors would 
fade away and the chain would manufacture its own 
supplies. Soon materials for house work, then for 
store work, then for some factory work would pass 
out of the present channels of electrical distribution. 
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This re-wiring must start in the home field. 
House wiring is done by small contractors, who 
purchase their materials from wholesalers and chain 
stores. Ond 5,000 of these small contractors are 
reached only by the wholesaler’s salesman. He is 
the key man in this whole critical emergency. 


HE national associations of the electrical industry 
have organized a National Adequate Wiring 
Bureau. They are about to bring out a Plan-Book 
and launch a program. Wholesalers’ salesmen must 
take hold and put it over. Because, if strong con- 
tractors organize to do this job on a mass production 
basis, there will be a great scarcity of journeymen. 
Curbstone contractors now really making only days’ 
wages, must be encouraged to go back to work in 
the re-wiring departments of the big contractors. 
There is a huge selling job involved and on it 
hangs the prosperity of the electrical wholesale 
business. But this selling of the idea and program in- 
volves immediate increased volume of sales by 
wholesale houses, as well as future security. Such co- 
operation will hold the business of the strong con- 
tractors, as they launch into this vast new re-wiring 
work. It will win the added volume of the other 
smaller contractors, who will be busier than ever, as 
mass selling stimulates wiring to higher standards, 
right down the line. 
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What chout SALES POLICIES 


By JOHN H. FREDERICK 


ye few manufacturers or whole- 
salers agree on what an ideal sales 
policy should be or even on whether 
a particular policy is good or not. 
It depends on the point of view. 
What may be good for the manu- 
facturer may not be satisfactory for 
the wholesaler and vice versa. What 
may be good for one wholesaler may 
not be so for another. 

Some manufacturers still think that 
their sales policies are strictly their 
own business. ‘They claim that the 
prices and terms and conditions of sale 
to one customer are not the affair of 
another customer. They believe whole- 
salers unable to judge the fairness or 
unfairness of manufacturer sales poli- 
cies. This accounts for much of the 
secrecy surroundi:g some manufac- 
turer sales policies as well as for the 
indefinite policy statements made by 
others. 

Also, there are still some manufac- 
turers and wholesalers in favor of any 
sales policy that. makes the most 
money for one or the other, depend- 


Can wholesalers show manufac- 


turers that they measure up to the 


standards imposed on suppliers? 


ing on who is doing the talking. 
There is no consideration of mutual 
interests. Then there are the manu- 
facturers who do not see the need for 
establishing definite sales policies. The 
result is that their products pass 
through several different channels of 
distribution and are often competing 
with themselves. 

Some manufacturers and most 
wholesalers supply products to both 
the industrial and household consumer 
markets. ‘These hesitate to say much 
about sales policies because sometimes 
there are different policies applying 
to each division of their businesses. 
In many cases, this is absolutely neces- 
cary. The publication or announce- 
ment of any sales policy therefore 
right be confusing unless it was un- 
derstood to which division of their 
tusiness the policy was to apply. 
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Yet wholesalers have insisted for a 
long time that they were entitled to 
receive clear statements on manufac- 
turer sales policies. They say that 
unless manufacturers stop being secre- 
tive about their methods and policies 
of distribution, wholesalers will not 
know where they stand with suppliers. 
They will not know which suppliers 
are deserving of support. The prob- 
lem involved for management is not 
a simple one. 

Manufacturer sales policies have 
two parts: (A) Dealing with prices 
and terms. (B) Dealing with the 
strategy of distribution. Under each 
of these there are various points on 
which wholesalers want information 
in order to assure themselves that a 
consistent marketing policy will be 
adopted and lived up to by a par- 
ticular source of supply. 























A. Prices and terms. 


The Robinson-Patman act has pretty 
well eliminated discrimination between 
buyers of the same quantity of merchan- 
dise on prices and terms. There are, 
however, several means by which one 
customer may obtain a favored price be- 
cause of agreements to protect against 
price decline, the placing of consigned 
stocks, and the granting of special ad- 
vertising, packing, crating, or special 
freight allowances. Therefore these ques- 
tions— 


] Is market stabilization aided by 
¢ the suggestion and maintenance of 


resale prices? 

? When prices and terms are changed 
¢ are all wholesalers given the new 

ones at the same time? 


Are proper means provided for 
¢ handling returned goods and credits 
for defective merchandise? 


B. Strategy of Distribution. 

4 When wholesalers carry complete 
¢ lines does the policy provide for 

sale through wholesalers exclusively? Or 

must wholesalers compete with their own 


sources of supply with direct sales being 
made to large outlets and _ industrial 


users P 

5 If exclusive sale through whole- 
¢ salers is not provided for, is there 

any price or other protection on direct 

orders and inquiries coming from a 

wholesaler’s territory. 


6 Is any provision made so _ that 
* wholesalers with exclusive fran- 
chises will not be changed frequently, in 
any event not without good reason? 


. Is any provision made for the sup- 
e plying of necessary and adequate 
sales information by the manufacturer ? 


Does the manufacturer give any 

¢ indication of attempting to avoid 

over-intensive distribution by limiting the 

number of wholesalers handling the same 
products in a particular trading area? 


Will the manufacturer refuse to 

e sell a wholesaler who consistently 

competes in territories allocated to 
holders of exclusive franchises? 


When wholesalers know the manu- 
facturers’ attitude on the above points, 
as well as any others which may apply 
in particular cases, a changed attitude 
on their part toward suppliers can 
be expected. They will be more in- 
clined to think of their obligations to 
the manufacturers, rather than the 
manufacturers’ obligations to them. 
For if a wholesaler seeks to use that 
part of a manufacturer’s capital rep- 
resented by sales territories and sales 
possibilities, he must earn reasonable 
dividends for the manufacturer. 

Manufacturers are looking more 
critically these days at wholesaler 
sales policies. They are asking: 


1. To whom is the wholesaler’s 


remarry 


first duty in marketing? 

2. Is he the sales agent of the 
manufacturer ? 

3. Is he the purchasing and ware- 
housing agent of the retailer, con- 
tractor and industrial user? 

4. Is he a merchant buying and 
selling solely for his own benefit? 

There was a time when electrical 
wholesalers were all of these things. 
But times have changed. 

Many wholesalers, due to the pres- 








The sign reads all right but—what does 
it mean? 


sure of recent developments in market- 
ing, are now tending to limit their 
functions. This means that they are 
curtailing their services to one or 
more of the parties concerned. For 
example, wholesalers, who no longer 
perform the stock-carrying or ware- 
housing function, are becoming noth- 
ing but manufacturer's representa- 
tives. Manufacturers want to know 
where wholesalers stand in the scheme 
of distribution. They want to know 
who the wholesaler intends to serve, 
and are therefore very much inter- 
ested in checking wholesaler sales poli- 
cies. 

Wholesaler sales policies may be di- 
vided into the same parts as manu- 
facturer policies. The points to be 
checked under each part are as fol- 
lows :— 


A. Prices and terms. 


Does a wholesaler sell to retailers 
* or contractors whose principal bid 
for business is cut prices? 


‘. 


ave 


Is any price cutting practiced by 
the wholesaler himself? 


Are manufacturers’ suggested prices 
maintained even without the com- 
pulsion of contracts under the Miller- 


Tydings bill or State fair trade acts? 
4 Does the wholesaler buy discounts 
¢ rather than products and constantly 


shift his sources of supply on a price 
basis P 


Does a wholesrler demand the full 
e discount on orders shipped direct 
from the plant to his customers? 


B. Strategy of Distribution, 
6 Is a wholesaler aggressive and pro- 
e gressive, producing for his sup- 


pliers the volume within the possibilities 
of his trading area? 


Does a wholesaler carry an ade- 
e quate stock, or is he a small-order 
buyer P 
Does a wholesaler force a manu- 
¢ facturer to assume too much ex- 
pense in selling him or does he buy 
intelligently P 
Are too many items carried in 
e stock? 


1 Are competing lines handled or 

¢ is selective line selling practiced? 

11 Has a wholesaler originated and 

¢ put into effect any ideas to give 

his suppliers a broader market for their 
products? 


i2. Can he absorb new products? 
1 Does he support the manufac- 
¢ turers with established, well 


known sales policies rather than those 
with doubtful or secret policies? 


14 Are competing lines handled or 
¢ is selective line selling practiced? 
saler’s capital is tied up in accounts re- 
ceivable so that he is unable to purchase 
adequate stocks? 


l Do a wholesaler’s salesmen, per- 

e haps because of lack of competent 
sales direction, take orders rather than 
sell? 


It is the manufacturers’ responsi- 
bility to see that their products are 
distributed. ‘The same functions must 
be performed in this distribution 
whether manufacturers carry them on 
alone or in cooperation with whole- 
salers. Wholesalers, as a class, render 
a definite and often indespensible serv- 
ice to manufacturers. They have a 
perfect right to expect and to receive 
cooperation from their suppliers so 
that they may be properly compen- 
sated for services rendered. 

The wholesaler has the privilege, 
except for closely controlled products, 
of choosing his source of supply. The 

(Continued on page 33) 
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ALBERT HARING 


ESALE price control has been 

made thoroughly practical and 
relatively easy to accomplish by the 
recent passage (Aug. 1937) of the 
Tydings-Miller Bill as a rider to a 
District of Columbia tax statute. No 
longer can the manufacturer of 
branded merchandise market his 
goods indiscriminately and stave off 
criticism of distributor price cutting 
by stating, ‘““The law won't let me 
stop price cutting but I would if I 
could.” 

The Tydings-Miller Bill legalizes 
minimum price contracts in interstate 
trade when these are lawful in local 
or intra-state business in the state 
where the resale is to be made (i.e., 
where the buyer resides). If the 
buyer (retailer or jobber) has _ his 
place of business in any one of the 42 
states with Fair Trade Acts, a 
manufacturer can lawfully offer him 
a minimum price contract in either 
intra-state or interstate commerce. 
The desire to create and to offer the 
contract is the only essential element. 
Once in effect, the contract will be 
binding upon all (signers and non- 
signers) who resell the trademarked 
item in the state with the typical Fair 
Trade Act. 

The manufacturer can refuse to 
issue minimum price contracts; he 
can utilize them and make the full 
list price the minimum; or he may 
reach any of a dozen other solutions. 





Price Control 


snder the New Laws 


The possibility of the adoption of price control contracts 
for electrical products discussed by Albert Haring, 
Expert, Wholesale Division, Census of Business, 1935. 


If the full list price is made the con- 
tract minimum on a strong national 
brand, severe competition from un- 
controlled national brands and _ pri- 
vate brands is invited. If no price 
control contracts are offered, distrib- 
utors are given an incentive to handle 
another orand upon which a mini- 
mum resale price is set. No matter 
what policy is adopted, there will be 
some disgruntled dealers and some 
private brand competition. The solu- 
tion of each manufacturer will be in- 


dividual to meet the peculiarities of 
his business. 

The experience of the last few 
years, nevertheless, indicates certain 
tentative conclusions: 

1. The wholesaler or retailer who 
depends upon price as his sole sell- 
ing point will survive and, possibly, 
maintain his position by slashing un- 
controlled national brands, private 
brands, and unbranded goods when 
price cutting on well-known goods is 

(Continued on page 33) 


The effective dates of Original Fair Trade Acts in the United States. 
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J. B. CANNING, purchasing agent for 

Mason-W alsh-Atkinson-Kier Co. Mr. Canning 

once a West Virginia electrical wholesaler 

who buys all the material that goes into 
the big dam job 


66 UR conception of one of 

the generally accepted func- 
tions of the electrical wholesaler can 
be considerably modified in connec- 
tion with services rendered to the 
contractor on Grand Coulee dam,” 
Mr. Canning announced at the start. 
“He is supposed to carry sufficient 
stock to meet the requirements of 
his customers. But this undertaking 
is so large that no wholesaler could 
be expected to supply all of our 
needs out of his warehouse. His 
chief value to us lies in two other 
directions. 

“First, he acts largely as our 
intermediary in getting the large- 
quantity, rush items through to us 
from the factories in the short- 
est possible time, performing a 
yeoman service in that respect. We 
can contact him and make our needs 
known very readily. Then his or- 
ganization takes up the burden. 
Reaching out to all sources of sup- 
ply, by persistent, tireless effort he 
helps to round up the materials for 
us. 

“The second important service is 
in connection with the hundred and 
one intricate and plaguing situations 
that can arise in the purchasing de- 
partment on a job like this. The 
quantity of a certain item may not 
be large, but the time element may 
be of the utmost importance. In a 
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By J. B. CANNING 
Purchasing Agent, Mason-Walsh-Atkinson-Kier Co. 


An Interview with Henry W. Young 


Electrical Whole 


great many such cases, the whole- 
saler’s stock has been a real time 
and money saver for us. 

“Bear in mind that the materials 
going into the dam itself are fur- 
nished by the Bureau of Reclama- 
tion and are bought by the Bureau. 
The contractor’s purchases are con- 
fined to his construction equipment 
and supplies. But at that, they run 
into startling figures. In the first 
15 months of operation, this con- 
tracting firm spent over $11,000,000 
for equipment and supplies. 

“A large part of all these purchases 
passed through the hands of west- 


ern wholesalers for eastern manu- — 


facturers. Out of the total sum, 
electrical supplies and equipment 
represented a substantial portion. 
There were orders such as these: 
Weatherproof sockets, 10,000 at a 
time; floodlights, 200 to 1,000 at a 
time ; weatherproof and rubber cov- 
ered wire in 50,000 ft. quantities; 
fuses, 3,000 at a lick; motors, gen- 
erators, welding equipment, line ma- 





AT GAM 


terial, instruments, insulating ma- 
terials—we needed, and right now, 
just about everything that can be 
found in the wholesaler’s catalog. 
“One item is particularly impres- 
sive as indicating the vastness of 
this undertaking. It is an electrical 
item, but used for non-electrical 
purposes. We did not buy it, for it 
was furnished by the Bureau of 
Reclamation as part of the materials 
for the dam. In order to prevent 
damage from expansion and shrink- 
age of the structure, and in order to 
permit the final sealing of all con- 


GUY E. SMITH, chief electrician for Mason- 
W alsh-Atkinson-Kier Co. “Do I make use 
of electrical wholesalers service?” said 
Mr. Smith. “Well, here are a few of their 
catalogs, at any rate. Yes, they call here 
regularly and are helpful in many ways. 
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OULEE 


traction joints by grouting before 
the dam is completed, over 2,000 
miles of l-inch, thin wall steel con- 
duit will be set in the concrete and 
cooling water circulated through it. 
I ask any electrical wholesaler to try 
to visualize 2,000 miles of pipe 
standing in his warehouse.” 


Services Appreciated 


By inquiry at the office of the Bu- 
reau of Reclamation at Coulee Dam, 
it was found that, notwithstanding 
the fact that the Bureau purchases 
are made largely through the Den- 
ver headquarters, and that in mak- 
ing local purchases no order for 
more than $100 could be placed 
without calling for bids, the elec- 
trical wholesalers and their sales- 
men had been calling almost as con- 
scientiously as though immediate 
bulk business were in prospect. 

Their visits and services are ap- 
preciated by Bureau officials, par- 
ticularly when they come in the role 
of purveyors of information on new 
developments in the line of electrical 
devices. and supplies. With this in 
mind, Mr. Canning was asked how 


GRAND COULEE DAM AT NIGHT, as it appeared in September, 1937, 

some four months before completion of the first contract, by Mason-Walsh- 

Atkinson-Kier Co., for the “foundation dam’’. Electrical wholesalers and their 
salesmen have more or less lived on this job from the beginning. 


the wholesalers and their salesmen 
had functioned in the case of the 
contractor. 

“They have been coming from the 
very start,” he replied. “The man- 
agers from the houses in this terri- 
tory have been calling every week 
or two, and the salesmen, you might 
say, have been on the job contin- 
uously. They are permitted to call 
at this office, of course, and we also 
give them free access to the ware- 
house and to the department of the 
chief electrician.” 


Work with Electrician 


For them to go down into the 
“hole” and all over the project 
studying electrical applications with 
a view to. getting ideas and 
offering suggestions for better- 
ments, as they might in an indus- 
trial plant, would here be imprac- 
ticable except in special cases. It 
is dangerous, in the first place, and 
would take too much of their own 
time and that of our foremen. By 
working through the chief elec- 
trician and with him, there is plenty 
of opportunity to do constructive 
selling if they have the ability. 
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They have worked with the 
electrical and warehouse depart- 
ments very conscientiously, to be of 
help wherever they could, not only 
on the pick-up stuff going through 
but in getting together information 
on the requirements of these de- 
partments to be passed on to the 
factories in cases where their own 
warehouse stocks could not meet the 
requirements.” 


High Type Salesmen 


“My past experience in the elec- 
trical wholesaling field, and later in 
purchasing, leads me to believe that 
the wholesalers’ salesmen are be- 
coming of higher calibre and that 
they are pursuing their work more 
and more intelligently as time goes 
on. There has been but one excep- 
tion at Grand Coulee to prove this 
rule. One man of the hurrah boy 
type called here for awhile and at- 
tempted to do business on the old- 
time basis of a few drinks and 
parties judiciously placed, as he no 
doubt thought. Soon, he was not 
seen here any longer. I understand 


(Continued on page 26) 
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OU can’t collect until after you 
have done the job. That’s true in 
any profession. The minister gets his 
fiver after the marriage ceremony, 
not before. The physician sends his 
bill after the examination and pre- 
scription, not at the start. And it is 
the same with wholesale men. We get 
as we give. There isn’t a way to col- 
lect in advance. We don’t deliver our 
services sight-draft, lading attached. 
Yet some of us have thought we 
could. We dodge in on a dealer, spend 
little time with him, flip out an order 
book and expect a big shipment; buy 
him a round of beer and are on our 
way. We have taken his order but, 
all too often, he has taken our meas- 
ure. You may handle the sweetest 
line in the world but if you fail to do 
more than flicker an order book, you 
are headed for a fall in these competi- 
tive days. There is something more 
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There is something more to this game of selling than just getting names on dotted lines. 


to wholesale selling than getting 
names on dotted lines. 

I know many distributor salesmen. 
Some operate in the old style, still 
attempting to get on as order-snatch- 
ers; relying on friendship and person- 
ality; thinking they can continue to 
gain without giving. Cripes! If that 
was all there was to it, an appliance 
merchant could use the telephone. It 
would be as easy as ordering break- 
fast food. The wholesale man would 
not be necessary. 

But the thing that makes appliance 
merchandising different and makes 
the wholesale man essential is the fact 
that appliances are not impulse items. 
They have to be sold. People don’t 
regularly, continuously, voluntarily 
trek out to buy them. In fact there 
is a certain resistance to be overcome 
in getting eight of each ten eventual 
purchasers into the store. So the ap- 


pliance merchant has to use a lot of 
promotion, outside sales manipulation, 
store magnetism to get them in. 

He won’t move the stuff he stocks 
in the appliance lines until he becomes 
an artist in creating demand. And 
anything the distributor salesman sells 
him will turn out an unexploded dud 
unless the merchant is taught this art. 

The wholesale man who spots stock 
on his floor without helping him in all 
the mesmeric ways of bringing it to 
community attention is like the min- 
ister or lawyer who wants the fee 
ahead of the performance. Times have 
changed. That is no longer the whole- 
sale man’s function. 

Just as there is redesign in motor 
cars, feminine styles, everything; so 
the technique of doing a good whole- 
sale job must change. It has changed 
plenty in the past two years. Now, 
to get a dealer’s name on the dotted 
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Build the Customer 


By GERALD STEDMAN 








line is‘the least consideration. The 
smart distributor salesman knows that 
if he functions well in serving other 
needs.of the merchant he’ll get the 
order without fail. 

Sam O6gestanhauz, out in New 
Mexico, has learned that. He forgot 
he was a wholesale man and began 
to consider himself a merchant coun- 
sellor. He was determined not to ask 
voluntarily for an order from any 
dealer over a three month period. But 
he did resolve to spend sufficient time 
with each one on his list, to gradually 
transform them into customers by a 
simple set of retailing activities. 

He blew into town, determined to 


spend a day or more with each mer- 
chant, rather than an hour at most as 
formerly, unless it was around lunch 
time. He read up on all the newest 
merchandising ideas, taught each 
dealer how to sell, made it a point to 
give him a customer-producing idea 
on each contact. Soon the stock that 
had pretty-well stagnated on his mer- 





chants’ floors began to move. They 
began to re-order in larger quantities. 
He found he had less trouble with 
competitive makes. Why? Because 
he had performed a splendid retailing 
service and was automatically reaping 
his reward. 

Smart distributor salesmen today 
don’t give much of a damn about get- 
ting orders. They know these will 
come in the regular course of events, 
if they serve their customers. These 
salesmen recognize that they are pro- 
fessional people. And to be “profes- 
sor of retailing” is as great an honor 
as to be tops in any other technical 
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pursuit. They spend time studying, 
observing, conjecturing and _ finally, 
down in Sam Brown’s store, they put 
their retailing ideas to work. The 
ideas click. Sam’s stock moves. He 
re-orders and they are off to a happier 
hunting ground! 

The wholesale man should think of 
himself as the coach of a football 
team. He contacts about 40 mer- 
chants, on the average. They are de- 
pending upon him for a lot of train- 
ing. They will make touchdowns if 
his coaching skill is effective. ‘They 
are up against plenty of selling resist- 
ance. A lot of other industries are 
throwing forward passes. It is dan- 
gerous to fumble because plenty of 
others are grasping for the ball. The 
distributor salesman must make them 
better merchants. And when he does 
that, the movement of merchandise 
will take care of itself. 


Salesmen Counsellors 


When a wholesale man begins to 
think as a merchandising counsellor, 
he has to revise some of his old ways. 
Some of it is hard to take, until you 
sit down and think it through. The 
fact is, that the average wholesale 
man has too large a territory, is see- 
ing too many merchants too seldom, 
spends too little time with each to 
really do a good counsellor job. Yet 
it is perfectly natural for him to feel 
that increased earnings depend upon 
more dealers, more territory; if he 
is thinking merely from the order 
taking standpoint. 

However, let me give you the case 
of Dave Finn, about as energetic a 
wholesale man as I know, down East. 
He figured it out that he was spend- 

(Continued on page 26) 
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If so — listen! 


Old man Nimrod was a mighty hunter before the Lord. The Good Book 
says so. Every time he went out he got his lion or ditty-buck or his wangle- 
socker bird—or whatever he went after. He was a tough hombre. 


Well, we have some mighty hunters working for electrical wholesalers. 
But who are they? And how do they do it? We all ought to know. -There- 
fore—beginning in January— 


A MONTHLY CONTEST! 
for the best letter on 


“HOW | SOLD HIM!” 





It will be easy! It will be interesting! It will be profitable! 















You sit in a corner and write us a letter of 500 to 1000 words— 
* telling frankly and informally how you sold a hard one—the facts 
and the details. Maybe he’s a grouch or a procrastinator—maybe 
he holes in behind an information clerk who won’t be good—maybe 
you were there at the wrong time—maybe—Well, you know. But 
you handled him! 












Tell us about it in a letter and enclose a snapshot of yourseli— 
an action picture—on the sidewalk or eating pie—any good one. 





2 We will select the best letter received before December 15—in «~ NEW CONTEST EVERY MONTH. 


the judgment of the editor. And if it’s yours—we’ll crown you 


“January Nimrod”, publish the story and send you a check for And each winner will be publicly ac- 


25.00 1 claimed a Natural Nimrod—entitled to use 
sats stiecteneRcatnatia dk all the good ideas that the other Nimrods 
send in. Just write a letter to the editor 

. : of the “Wholesaler’s Salesman’””—330 West 

Also, we will publish other letters—the good ones—and pay $5 for each 4, Sisaet.: ae Yank: Cl: eek one 


story we print. So send as many letters as you wish. needn't ewen bother to. dot the 7s. 
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Has Your 


A neat counter and metal shelves for stock are typical of well 
plannedsupply houses. 


Business A GO0d HOMC? wien? simon 


Last month Mr. Sioussat out- 
lined the general physical 
characteristics of the ideal 
warehouse. This concluding 
article is devoted exclusively 
to the interior details. 


\ , 7 1THIN the warehouse proper, 
to obtain the best storage fa- 


cilities, it is best to have as few sup- 
porting columns throughout the 
warehouse area as practical. The 
number and type of columns is re- 
lated to the problem of floor load 
capacity. For ordinary merchandise, 
an allowed load of 100-125 Ibs., per 
square foot is ample. 

Proper provision for the storage 
of rigid conduit is important. It 


can be warehoused most efficiently 
on end, preferably along a side wall, 
and as near the shipping and re- 
ceiving area as possible. The space 
it is to occupy must have an allowed 
floor load of approximately 750 Ibs. 
per square foot which will necessi- 
tate special reinforcement of this 
part of the floor unless it is built 
directly on solid ground. The wall 
against which the conduit is to be 
stacked must be strong enough to 
withstand the heavy side-thrust. An 
effective way of taking care of this 
is to anchor a heavy (approximately 
4”x5”) wooden beam to the pillars 
in the wall, against which the con- 
duit is to rest, approximately 9 feet 
from the floor, and use this as the 
“backbone” of the conduit rack. This 
space, where conduit is stored, 
should have a ten-foot, four-inch 
vertical clearance. 


Here are embodied several features of an ideal warehouse. The chute from 
upper floors adjoins the shipping desk. Nearby are the scales. Lighting is 
good and the conduit racks are sturdy and designed for taking inventory 
quickly and accurately. Obviously the building is of fireproof construction. 





Certain other important features 
of the initial layout should be kept 
in mind. The delivery counter, for 
customer’s “pickups,” will normally 
be on the first floor, and there should 
be sufficient room beyond it for the 
installation of broken package stock 
racks—running perpendicular to the 
counter—so that the counter and 
warehouse men may both have quick 
access to the stock. The wiring 
should allow for a push button on 
the counter, connected with a bell 
in the warehouse and for circuits to 
test lamps and radio tubes. Inter- 
communicating phones are also de- 
sirable. 

Locating Departments 

The location and arrangement of 
the office must be determined by the 
shape of. the building. Steps will 
be saved if the active operating 
force is located on the first floor, in 
sight of the counter. The ability 
of the counter man to have quick 
access to the shipping and receiving 
area and the stock on the floor, will 
save time and permit greater accu- 
racy in keeping records. Better 
supervision of the handling of mer- 
chandise can be secured if the ship- 
ping and receiving area is reasonably 
close to the office force. 


Plan for Safety 


Doors should be at a minimum. 
Each should be strong and be pro- 
vided with an adequate lock. The 
safest arrangement is for all doors, 
other than the front one, to be 
opened only from the inside, and to 
(Continued on page 45) 
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YOU SHOULD KNOW 





Loyalty of Associates 


Vital To His Business 


* George S. Steiner 


President, Steiner Electric Company 
Chicago, Illinois 


\ conservative sales policy plus the cooperation of a loyal 
staff of associates has helped George Steiner take a 
leading place among the electrical wholesalers in Chicago. 


NLIKE most electrical whole- 
Bra George Steiner entered 
the electrical field after having spent 
several years in another industry. 
Perhaps his experiences on the road 
as a salesman for a jewelry concern 
during the depression of 1907 has 
had something to do with his con- 
servative sales policies. 

Born on Chicago’s west side and 
graduated from one of its public 
schools, he set out to work early. 
His first real job of any conse- 
quence was with the Western Elec- 
tric Company. After serving there 
for about five years, he left the elec- 
trical field to sell jewelry. 

He was traveling through the 
small towns selling—of all things— 
watches, when the depression of 
1907 hit the country. Although he 
was stranded many times during 
that period, he always managed to 
get back to the home office. Shortly 
thereafter he went to work for a 
Chicago wholesale jeweler, 

In 1912 he started selling elec- 
trical supplies for Otto Reiman on 
a commission basis. He began in a 
modest way but he had built up a 
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sizeable business when he and his 
brother decided to set themselves up 
in the electrical wholesaling busi- 
ness about four years later. Their 
new company started off well and 
Mr. Steiner is justly proud of the 
fact that he still retains the active 
account of his first customer. 
However, with this country’s 
entry in the World War, the 
brothers decided to give up the com- 


pany entirely and join the Army.: 


Mustered out of the service in 1918, 
they went back into the business 


after a lapse of one year and located 
at 115 North Wells Street. 


pane thereafter they bought 
out the Fadden Electric Com- 
pany and moved to 210 South Des 
Plaines Street. It was at this time 
that Joseph Pearson, present Secre- 
tary of the company joined the or- 
ganization. He had been an officer 
of the Fadden Electric Company. 
In 1924, Harold Steiner, who had 
been a part owner of the Steiner 
Electric Company, decided to make 
a change in his line of work and his 


interest in the electrical wholesaling 
business was purchased by his 
brother George. 

About three years ago, when he 
saw the need for larger quarters, 
George Steiner started to look 
around for a suitable location. His 
present store at 1221 West Wash- 
ington Boulevard appealed to him 
from the beginning but he was ad- 
vised against it by real estate men 
who thought it was not a desirable 
location. Finally, however, he de- 
cided to take a chance and’ make the 
move, which he has never had 
occasion to regret. This year marks 
the 20th anniversary of the Steiner 
Electric Co. On October 15th the 
employees, who are considered by 
Steiner as friends and associates, 
surprised him with a party and pre- 
sented him with a gold watch suit- 
ably engraved. 


A general line of electrical mer- 
chandise is carried at the pres- 
ent time. It is the policy of the com- 
pany to cooperate with the dealers 
at all times and a large showroom 
is maintained for their benefit. 
Mr. Steiner believes in fair treat- 
ment to his customers. His early 
training in sales work convinced 
him that it is always best to sell 
on the basis of quality and serv- 
ice, rather than on price alone, if 
the interests of the customer are to 
be served. 

Mr. Steiner was one of the or- 
ganizers of the Chicago Electrical 
Wholesalers Association and _ has 
been actively interested in its work. 

Recently he has fulfilled his life’s 
ambition of building his own home 
on the northwest side of Chicago, 
where he lives with his wife and 
two young daughters. 
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BUILDING 


owes its GOOD NAME to General Cable's 
long-established policies—Quality ALWAYS 
in manufacturing— Distribution via Estab- 
lished Wholesalers ALWAYS in selling. 


CHICAGO °~ CLEVELAND DALLAS ° DETROIT +: LOS ANGELE sO 


* BUFFALO 
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Sales Offices: ATLANTA - BOSTON 
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se aes 5 GEORGE PROVOST of Doubleday-Hill, c. H. 
J. G. JOHANNESEN of G. E. Supply Corp., MCCULLOUGH, McCullough Elec., and war- 
; REN BICKFORD, Iron City, all of Pittsburgh, 


Bridgeport, fills it up again. 
tine with C. W HIGBEE, U. S. Rubber. 


N the evening of October 20 some 

200 gentlemen who were attending 
the NEWA Convention at Cleveland 
travelled out to Nela Park as guests 
of the G.E. Incandescent Lamp Dept. 
There they were outfitted in chef re- 
galia and sat down to a barbecue din- 
ner and plenty of nut-brown October 


DON wyrE of G. E. and WARREN BICKFORD ale. Lighting exhibits and the “House 
of Iron City Elec., Pittsburgh, watch the fun. of Magic” kept them well entertained. 


L. E. LATHAM of E. B. Latham & Co., G. E. CULLINAN of Graybar, N. Y. C., and “Jim Farley Twins?” art MILLER of The 
N. Y. C., E. E. POTTER, G. E. Lamps and J. E. KEWLEY of G. E. Lamps have a chat Miller Co. and ©. A. HAVENS, Havens Elec., 
H. C., CALAHAN, G. E. Supply Corp., N. Y.C. and a chuckle together. Albany, do a double impersonation. 


| 

_—_— = 
N. H. BOYNTON, G. E. Lamps and _H. F. BARNES of G. E. and ART W. T. STARTSMAN of Turner Elec. A. I. APPLETON of Appleton Elec. 
GEORGE HOLLY of Youngstown MILLER of The Miller Co. swap- Detroit and HARRY GEE of Gee and Cc. BE. VAIL of United Elec., 
Sheet & Tube, observing. ping a few good ones. Elec., Wheeling, W. Va. St. Louis, just talking it over. 





Electrical equipment to the tune 
of 16 billion dollars is needed to 
supply the homes in this country. 
Millions of people are back at 
§ work earning bigger wages, and 
they are buying steadily as sales 
figures for the industry show. 
This is an unparalleled oppor- 
tunity. Wise merchandisers know 


that the time has come for a 


BETTER 
SERVICE 
EQUIPMENT 


Cutler-Hammer Range Switch (Cat. No. 4334H15) fs 
built to make installation easier, to save service 
calls by fool-proof operation and to make periodic 


inspection possible without interrupting 


service, 


| 


Better for the Contractor 
Better for the User 
Better for the Power Company 


change of pace in selling . . . 
that quality equipment has the 
call in this new market. They fea- 
ture Cutler-Hammer Me‘er and 
Service Entrance Equipment as 
the logical start of such an in- 
stallation. CUTLER-HAMMER, Inc., 
Pioneer Manufacturers of Electric 
Contro! Apparatus, | 327 St. Paul 


Ave., Milwaukee, Wis. 


Cutler-Hammer Water Heater Switch (Cat. No. 4142H1) has set new 
standards of dependability and safety. Another model (Cat. No. 
4142H2) combines two of these switches in one to save space and 
installation costs where two circuits serve the Water Heater. 











Act VIII 
“Showmanship in Business” 


By Zenn Kaufman 


HE practical value of sound was 

probably first discoverea py a 
squeaking wheel that needed grease. 
Now, even strike pickets are being 
wired for sound, it seems. Pickets se- 
cured more attention while talking as 
they walk. 

Don’t let the band get you! The 
pacifist is more afraid of the brass 
band than of anything else. In the 
war, more men were put into uniforms 
by bands than by conscience, uniforms, 
pretty nurses and lack of employment 
together. 

The commercial possibilities of 
sound and of sound effects are tre- 
mendous. Talking pictures, of course, 
are a good box office example. Even 
before the day of talkies, Roxy, al- 
ways a good showman, contrived 
sound effects for silent pictures as, 
for example, when the flicker took 
the audience to the engine room of a 
steamship, Roxy ran a wire to the 
boiler room of the theatre and brought 
to his audience the soft rumblings 
that they were watching on the silent 
screen. 


Sales Meetings 


In sales meetings, there are good 
possibilities for sound. I ran a con- 
test some time ago and had the prob- 
lem of dramatizing it as a_ boat 
race in which each salesman was rep- 
resented by a boat. To start real- 
istically, we had a radio playing at 
the meeting. Hooked up to the radio 
was a concealed microphone through 
which backstage my stooge announced, 
“The next feature being brought to 
you will be an account of the start of 
the annual boat race.” The announcer 
went on to mention the men and their 
boats, discussing the betting odds and 
—with the aid of a phonograph—even 
letting the crowd hear a few bars of 
the “Stars and Stripes Forever”. The 
announcer gave an imaginary ac- 
count of the short race at the end of 
which the company’s president actually 
stepped forward at the meeting and 
handed a small prize to the imaginary 
winner. 

Another stunt for sales meetings is 
the imaginary “Voice of Experience,” 
who discusses the selling problems of 
the audience and reveals all the an- 
swers. Harry Alexander used to en- 
liven the sales meetings of the Ameri- 
can Type Founders with a “March of 
Time” type of presentation. Little radio 
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skits dramatized the profit possibili- 
ties of each item and concluded with 
a stirring musical background, “A.T.F. 
Marches On!” 


Window Displays 


There are big possibilities for sound 
in window displays. If we use syn- 
thetic sound for Santa Claus, why 
not a little realistic jingle bells? Or, 
if we use brides in white to sell trous- 
seaux, why not a few bars of Lohen- 
grin to help along? I can’t imagine 
anything worse than a street with all 
store windows wired for sound, but 
until that time comes, some stores can 
make discreet use of it very profita- 
bly. The same applies for interior dis- 
plays. 

Don’t vote “No” on this too ve- 
hemently. Wait till you have counted 
ten. Remember that despite all their 
modern bright-light marquees and pas- 
sionate lithographs, motion-picture 
houses still find they can pull in more 
people out of a passing crowd with a 
six-foot husky in uniform repeating 
nothing more spectacular than “The 
show is just starting.” Oldtimers 
will recognize this—a Broadway 





adapiation of the old Seventh Avenue 
“puller-in.” 
Biehl’s Auto Parts used a “Talking 


Kelvinator.” It opens automatically, 
introduces itself, and by means of a 
mechanical phonograph arrangement 
working on a photocell, proceeds to 
give a sales talks about itself. In 
Maine, a dealer fills a box with food, 
puts it in a window, and offers the 
contents to anyone in the store when 
an alarm clock goes off. Bill Toth of 
Cleveland sold auto-radios by going 
around town in an old model T Ford 
in which he had a radio with a loud 
speaker horn. The incongruity of an 
old-fashioned Ford with a radio stops 
people. On the car he has a sign: 
“Tf it will work in a Model T, it will 
work in anything.” 


Watch Out for Sound 


What salesman worthy of his name 
would write to a prospect in preference 
to talking with him? So at the risk 
of spiking my own written story—I 
will say watch out for sound. And 
the next time that you want to make 
love to somebody’s pocketbook, don’t 
forget to keep an eye on his ear. 
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SMALL MOTOR INSTALLATIONS! 
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Auxiliary 
Circuit Breakers 


Combined with “On” and “OLh” Switching 


Colt-Noark Protectits are just made to order for the control of 





vee ee small motors. Why? Because Protectits combine both automatic 
<a die or tee overload protection and “on” and “off” switching. They'll save 


interchangeable 


eeadeee you many an installation headache . . . make your installations 


safer and surer . . . and increase their efficiency. 


Protectits are compact in design . . . business-like in appearance 

. expertly manufactured. They can be furnished for fixed 
ampere rating or for interchangeable heaters giving twenty differ- 
ent ampere ratings . . . with either solid neutral or switching 
neutral. Attractive metal cabinets are available for housing the 
Protectits . . . also covers for mounting them on standard outlet 
boxes. Yoke type Protectits are supplied in metal cabinets or can 
be mounted in standard wall boxes or Handy boxes . . . with 


Showing the Attrac- special covers available. 
tive Molded Case 


eS a The New Colt Catalog has just come off the press. Contains 
: full description of Protectits and all Colt-Noark products. 
Send for a copy today. 


—— COLT’S PATENT FIRE ARMS MANUFACTURING CO. 
ELECTRICAL DIVISION HARTFORD, CONN. 


COLT-NOARK 


SWITCHES INDUSTRIAL CONTROL EQUIPMENT FUSES 
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Editorials 





* 


Small-Order Buying 


It may be true that many electrical wholesalers today 
can handle a given sales volume with only one-third 
of the inventory required in 1928, and still maintain the 
quality of their service, but this is no excuse for order- 
ing from the manufacturers in ridiculously small 
amounts. The small-order-evil is an outgrowth of hand- 
to-mouth-buying and manufacturers in various lines 
are considering three ways of overcoming it: 

(1) They can distribute directly to retailers, con- 
tractors, and industrial users. In other words, they can 
show wholesalers that they can get the business them- 
selves. But it is costly and antagonizes the wholesaiers. 

(2) They can stimulate wholesale sales. They can 
accept small-order buying, coupled with a lack of sell- 
ing initiative or enthusiasm on the part of wholesalers, 
as a fact. They can show wholesalers where to sell. 
They can do the market survey work, and supply the 
missionary salesmen to build up the size of orders 
received from particular wholesalers. All this is costly, 
but it maintains the outlets. 

(3) They can reduce the wholesaler’s discount and 
at the same time, maintain stocks in local warehouses. 
From these the wholesalers can obtain delivery in as 
small quantities as desired, but at less discount than 
the f.o.b. factory price. In other words, if the manu- 
facturer has to assume the storage function he might 
as well be paid for it. 

What is the answer? Some way out must be found 
and both the manufacturer and the wholesaler must 
participate in the solution and the planning. 


Appliance Competition 


From now on the major house appliance field will 
become more competitive than ever. Various new- 
comers are looking for a share of the rapidly expanding 
market. Already an automotive manufacturer has edged 
in with a revolutionary new machine for washing 
clothes—the Bendix “home laundry.” It is expensive 
as yet, but offers real competition in the higher price 
class. 

Also, General Motors announces production under 
way on a Frigidaire electric range. In quality and 
appearance it matches their refrigerator. This is in 
line with selling electric kitchen equipment as a pack- 
aged item. And sales are growing, under the impetus 
of the National Modern Kitchen Bureau. In 1937, 
for example, 23 different utility companies sold 15,784 
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“packages” consisting of an electric refrigerator and 
a range. 

General Motors has announced the organization 
of a washer sales division, and is developing its Moraine, 
Ohio, plant to produce still other new appliances, about 
which there have long been rumors. Thus they follow 
the example of Nash-Kelvinator and Norge, two other 
automotive-owned refrigerator companies, in develop- 
ing a full line of heavy household appliances. 

This increases competition in major household 
appliances. It means that the electrical wholesalers 
handling similar lines must organize their sales forces 
on a specialty selling basis. When this can be done there 
is no need to fear the competition of the newcomers. 


“Selection” in Selling 


You can define selective selling in several ways. For 
manufacturers it means the selection of a limited number 
of outlets for their products, and the limiting of dis- 
tribution to those outlets. For electrical wholesalers, it 
seldom means the selection of customers. Few whole- 
salers are in such a fortunate position. For them it 
means deciding upon a particular line of each type of 
product handled and the concentration of selling efforts 
on these lines. 

The principal defect of selective selling is that the 
wholesaler may be losing some business if he carries 
line “A”, and a customer asks for line “B”. This some- 
times happens, but when wholesalers attempt to carry 
every product that might be desired, costly duplication 
results, as well as scattered selling effort. 

Of course a wholesaler can handle as many different 
non-conflicting lines as his financial ability, warehousing 
space, and other facilities enable him to. However, 
while he can handle the products of competitive manu- 
facturers, it is impossible to do so efficiently. No whole- 
saler can be impartial to two manufacturers of the same 
products, so he does not do an efficient selling job for 
eithe: Jf them. When a wholesaler tries to sell more 
than one competitive make of product, manufacturers 
must do a tremendous amount of field work, and create 
a consumer acceptance for their products, so as to get 
preference over the other lines handled by the 
wholesaler. 

The manufacturer, on the other hand, can have as 
many wholesalers handling, his line as are available, but 
as soon as he attempts to obtain cooperation from a 
wholesaler handling a competing line inefficiency creeps 
in. Here again it means that the manufacturer must 
carry on some of the direct consumer contacts. Many 
wholesalers complain that their discounts are not suf- 
ficient to allow for a margin of profit. But how is an 
adequate margin possible when the manufacturer is 
called upon to do so much of the selling work? This 
work wholesalers could well do themselves. 
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TAPE THAT STICKS, HOLDS AND LASTS! 


Specify BULL DOG and get the maximum in long 
life, friction strength and guaranteed yardage. 
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Electrical Wholesalers 
At Grand Coulee 


———CONTINUED FROM PAGE |I-——— 


that he was transferred—possibly 
by request. 

“One thing stands out to the 
credit of the electrical wholesaler. 
Ail in this district seem to have had 
the interest of the job at heart. 
Many of the orders are for direct 
from factory shipment, on which 
they possibly get a very short margin. 
At best much of their effort must be 
directed along lines designed for the 
long pull, on the theory that 
there is a lot of business originating 
here and if they exert every effort 
to be helpful they will be paid some- 
way in the end. 

“As an example. At one time, we 
were in need of a large quantity of 
bare copper wire. The only nearby 
and logical source of supply was the 
Anaconda Copper Co. plant, on 
which all the wholesalers could 
draw. When the inquiry came up, 
not one of the wholesalers passed it 
up by telling us to go to the plant 
direct. They all worked for the op- 
portunity to place that order for us 
and be of some service, although 
the profit to themselves was un- 
doubtedly small and perhaps not 
worth a great deal of effort. 

Frequent Visits 

“Coming frequently, as they do, 
they have become familiar with the 
project in a general way and have 
been able to observe conditions to a 
certain extent. If some particular 
class of equipment, or kind or grade 
of supplies is in their opinion better 
adapted to the requirements, they do 
not hesitate to express their views. 
Sometimes these suggestions are 
helpful, and on occasions may be 
adopted, as our chief electrician, 
Guy E. Smith, will tell you. 

“We buy lamps in 100 case lots. 
A tremendous number of lamps are 
consumed, especially around where 
they are sand blasting concrete, 
which plays havoc with the globes. 
It is a lucky lamp that gets to burn 
out its allotted life. While there is 
no trick to ordering and stocking 
that kind of lamps, there are certain 
other small, special low-voltage 
lamps for signal systems and the 
like that do present a problem And 
in line with such specialties there are 
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extra solenoid coils, Mercoids, con- 
nectors, mercury type switches, trol- 
ley material and all sorts of unusual 
electrical items. It is in connection 
with ordering and keeping up stock 
of these that the wholesalers’ sales- 
men can make themselves really 
useful. 

“Right at this moment the prob- 
lem of purchases is accentuated. 
The foundation for the high dam, 
the first contract, is nearly com- 
pleted. It is expected to be finished 
sometime in December. Before this 
can be printed, bids will have been 
called for on the upper part of the 
dam. Who the contractor will be is 
of course not yet determined. It is 
necessary now to curtail on buying 
and hold stocks of all kinds down 
to the minimum of safety as regards 
the completion of the work. The 
right minded wholesaler’s salesman 
will help us in that direction and be 
just as anxious to see that we are 
not left with excess stocks as he was 
to sell us large quantities in the 
earlier stages. 

Speed has been the watchword 
from the beginning—keep the job 
moving; don’t pinch pennies but 
get the best materials and supplies 
and plenty of them. In these mat- 
ters, the electrical wholesaler has 
shown a disposition to cooperate, 
and we give him credit for render- 
ing an intelligent service which has 
helped materially. 





Never Mind Orders 
Build the Customer 


———CONTINUED FROM PAGE 13--———— 


ing about half his time driving an 
automobile between merchant con- 
tacts. That time paid no dividends. 
So, he asked to have his territory 
shertened, spent twice the time with 
his unerchants, and wound up the year 
with doubled earnings at half the ex- 
pense. He became a merchandising 
counsellor, taught his merchant list 
to perform more intensively, has less 
trouble from competition, had less 
merchant turnover, created far great- 
er good-will among them. He’s in 
the clover now because he was will- 
ing to adjust his viewpoint to the 
changed order of things. 
Contrariwise, there is Ossie Bul- 
lock, on the West Coast, wonderful 
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fellow but mistakenly wants to hog 
it all. I was in one of those Swed- 
ish restaurants with him one night, 
when he couldn’t resist heaping his 
plate with every one of the many 
selections of smorgasbord that they 
offered in advance of the main course. 
Result, he couldn’t eat all he select- 
ed. He couldn’t eat much of any- 
thing when the regular meal came 
along. It reflected the same temper- 
ment that is defeating him as a 
salesman. He would take half 
the state, if they offered it to him 
and it would be pretty hard to con- 
vince him that it would be smarter 
for him to have less territory, see 
fewer merchants and do a more efh- 
cient counsellor job. He’s_ been 
slipping each year and, with the 
growing selling resistance in the ap- 
pliance field, he’ll be out if he doesn’t 
catch this new viewpoint. 

There are a lot of variable retail- 
ing problems, which can’t be answered 
by a manufacturer’s canned merchan- 
dising helps. The neighborhood, the 
temperament of the merchant, the 
problems of his selling organization, 
the location of his place of business, 
his community resistances, his knowl- 
edge of appliance merchandising, all 
must be carefully considered by the 
distributor’s salesman. And _ steps 
must be taken to gradually improve 
his performance. Because of his inti- 
mate contact, the wholesaler’s sales- 
man can diagnose and remedy these 
troubles. 








TO DALLAS. Head of Cutler-Ham- 
mer's newly opened Dallas office is 
W. E. Ragsdale. Upon graduation from 
the University of Oklahoma, with a 
degree in electrical engineering, Rags- 
dale went with the National Broadcast- 
ing Co. Sometime later he joined Cutler- 
Hammer, Inc. and is well qualified to 
serve the company’s customers in the 
Southwest. 
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HE selling of household appli- 
B eecclt is changing. Manufac- 
turers have done a splendid job in 
widening markets, but the markets 
still untouched are larger than those 
already sold. ‘There are still eleven 
million wired homes without electric 
refrigeration, twenty million homes 
without electric ranges, twenty- 
one million homes without electric 
ironers, and ten million homes with- 
out electric washers. There are three 
and a half million homes yet to be 
electrified. 

Recent surveys show that from 
now on, the market for appliances 
will be found among the families in 
the moderate and lower income 
groups. For example: A survey by 
McCall’s Magazine reveals automa- 
tic refrigerator ownership by income 
classes to be about as follows: 


Number of % Owning 


Size of Family Families Automatic 
Income in U.S. Refrigerators 
Over $5,000 2,134,092 69.1 
$3,000 to $5,000 2,703,002 57.4 
$2,000 to $3,000 2,509,839 38.9 
$1,000 to $2,000 2,432,812 19.5 
Under $1,000 244,621 6.3 


The percentage of families with 
automatic refrigerators decreases with 
declining income, ranging from a 69.1 
per cent saturation among families 
with incomes of over $5,000 to a 


SHIFT YOUR SALES APPEALS— 


saturation of only 6.3 per cent in 
families with incomes of less than 
$1,000. 

The same survey shows homes in 
the United States without automatic 
refrigeration to be as follows: 


% of Homes 


without 
Size of Family Number of Automatic 
Income Homes Refrigeration 
Over $5,000 954,319 30.9 
$3,000 to $5,000 2,006,069 42.6 
$2,000 to $3,000 3,942,189 61.1 
$1,000 to $2,000 10,043,147 80.5 
Under $1,000 3,610,140 93.7 


The largest number of homes with- 
out automatic refrigerators are oc- 
cupied by families in the $1,000 to 
$2,000 a year income group, and the 
smallest number by families in the 
over $5,000 a year income group. 


HESE figures indicate that the 

largest new market, at least for 
major household appliances, is found 
in the $2,000 to $3,000 annual income 
group. Families with lower incomes 
are obviously unable to purchase any- 
thing but the smallest appliances, and 
then only on long terms. The replace- 
ment market is a back log, represented 
by the families with yearly incomes 
over $3,000. Here previous sales have 
been heaviest. Sales of electric refrig- 
erators for replacements in 1937 were 
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larger than total sales of the industry 
in 1936. 

With most of the new appliance 
prospects in the medium income 
groups it means that more and more 
sales effort will be needed in over- 
coming the objections of those who 
say “Your price is too high’, or “I 
can’t afford it now”. Most of the 
spontaneous demand in these as well 
as in the higher income groups has 
been met. 


NDER these conditions appliance 
8 beret will have to change their 
sales appeals. They will have to 
make prospects realize what contribu- 
tions appliances make to better living. 
They are not only selling efficient 
pieces of machinery but also the 
services that the appliances will ren- 
der to owners. Increased leisure for 
the housewife, improved cooking, and 
reduced strain on the food budget 
are only a few of these services. They 
will have to do more than stress the 
fact that an appliance is efficient, or 
that it is lower priced than a com- 
petitive product. And in replacement 
sales, emphasis on the improved 
quality of present appliances over 
those now owned, will count. 
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OCAL cooperation between the 
five branches of the electrical in- 


dustry is not new. The Electrical 
Institute of Washington, D. C., dif- 
fers in its work, however, from the 
general run of electrical leagues. This 
organization is unique because it 
bases its cooperation on four activi- 
ties: 

(1) Contact with the public by 
maintaining a shopping center where 
nothing is for sale. 

(2) Coordination of advertising 
activities of retail outlets, the power 
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company, wholesalers, and manu- 


facturers. 

(3) Market analysis. 

(4) Sales training. 

The shopping center where nothing 
is for sale is a well-appointed show- 
room where every type and kind of 
home electrical appliance, carried by 
retailers in the territory, is displayed. 
Here prospects may look to their 
heart’s content without being ap- 
proached by salesmen. Because no 
particular manufacturer’s product is 
stressed, this cooperative effort makes 
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The Electric Institute of Washington 
Proves the Value of Cooperation 








an attractive appeal to the public. 

Approximately 60,000 people visit 
the Institute’s exhibit each month and 
over a million dollars in buying 
decisions are made on its display 
floors every twelve months. Five 
hostesses explain the appliances, their 
advantages and economies, the cost of 
operating, and answer questions. 
Prospective purchasers can compare 
prices, features, size and adaptability 
of particular appliances with their 
own needs in view. Hostesses show 
no preference for any particular { 











pliances 


product nor for any dealer. Each 
appliance bears a tag with informa- 


tend to buy. These prospects have 
confidence in the Institute’s promise 
that their names will not be turned 
over to anyone for follow-up. 

Not satisfied with the mere state- 
ment of the prospect that he or she 
intends to buy, hostesses call back on 
the telephone as many of these 
prospects as can be reached. Experi- 
ence over the past two years with 
these telephone check-backs shows 
that over 60 per cent have bought 
from a member dealer within 90 days 
after their visit to the Institute. No 
high pressure methods are possible in 
these telephone calls because no spe- 
cific make of equipment is promoted 
and no sales can be closed by an In- 
stitute employee. 


Advertising Aids 


Coordination of advertising of 
all retail outlets, the power company, 
and wholesalers’ and manufacturers’ 
local copy can be effectively carried 
out by the Institute. One of the 
greatest advantages of this coordina- 
tion is to extend the peak demand 
seasons. A coordinated program can 
start earlier and be continued for a 
longer time after the peak demand 
than would be profitable for a dealer 
working alone. Cooperative adver- 
tising can tell a continuous story and 
the retailer’s share in it may be only 
from 10 to 20 per cent of the total 
cost. He can well afford to con- 
tribute to such general promotion. 

Not only does this extended period 
of advertising help distributors and 
dealers sell more but it makes sales- 
men’s incomes more even. Peak 
seasons are lengthened and the sales- 
men’s incomes spread over a longer 
period. Coordination of advertising 
also makes unified sales appeals pos- 


sible so that all parties can tie-in 
on a single merchandising program. 


Market Analysis 


Market analysis is another activity 
of the Institute. Each month a con- 
solidated sales report is issued re- 
flecting the volume of sales of major 
devices in the territory. It is of real 
value not only to manufacturers and 
wholesalers in planning their promo- 
tion, but to retailers in checking 
whether they are securing their share 
of the sales volume. It is also valu- 
able to all in checking on whether 
their sales are increasing in line with 
the average increase in the territory. 

Another way in which market 
analysis is used effectively is the pro- 
viding of mailing lists of prospects. 
The Institute was able to develop a 
list of practically every prospect for 
oil burners in the territory, a list of 
this kind means a saving not only in 
the time of salesmen in developing 
prospects for themselves, but also 
saving in the cost of direct mail 
material. 


Sales Training 


Cooperative effort can best provide 
sales training for specialty selling on 
the utilization of both major items 
and small appliances. The individual 
manufacturer or distributor can take 
care of educating the salesman on his 
own special sales advantages and the 
gadgets which may sell his product 
instead of his competitors, but gadgets 
will not sell the advantage of a serv- 
ice. Experts educate Washington 
salesmen on the fundamental advan- 
tages of particular appliances and not 
merely on why one manufacturer’s 
product is better than the product of 
some other competitor. 











tion on prices and terms and the 
names of all dealers handling it. 
Selection of the make and where it 11936 Appliance Sales Figures from Institute Members 
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3 ; a =x ea Prices Slightly Higher 
PREMIER _ ___—_— - West of the Rockies 


ible @ Two cleaners for the price of 
one... That's what the customer wants and that's what 
Premier offers to its dealers for 1938 ... Not only one com- 
bination of two high quality Premier Cleaners But 4 Combi- 
nations Priced to meet every purse and purpose. And you get 
your full discount on the introductory prices. Write today 
and get full information on Premier’s New Dealer Franchise. 


PREMIER DIVISION 

ELECTRIC VACUUM CLEANER company ! 
Cleveland, Ohio 

Please send complete information on Premier 
Vacuum Cleaners to me. 

SIGNED. 


STREET 
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Price Control Under 
the New Laws 


———— CONTINUED FROM PAGE 9——— 


prohibited. During 1936, a sudden 
spurt in the number of price con- 
trolled drug items in California 
placed cut rate stores at a temporary 
competitive disadvantage which they 
overcame by slashing private brands 
and unbranded merchandise. 

2. The most successful minimum 
price is, except for very slow moving 
items, considerably under the full list 
price for both wholesalers and re- 
tailers. A full list price gives the 
price cutter too good a chance for 
substitution in both wholesale and re- 
tail trade. 

Every wholesaler and _ retailer 
wants a decent margin; so the manu- 
facturer’s problem deserves examina- 
tion. To create an intelligent sales 
policy, the manufacturer must answer 
four questions: (a) Who are my 
profitable customers? (b) What dis- 
count and resale price policies best 
meet the needs of these customers? 
(c) Will such policies, if adopted, 
help or injure my competitive position 
with respect to other manufacturers? 
(d) If resale price control of some 
type is indicated, should minimum 
price contracts be used? If not, what 
alternatives exist? 


Tentative Answers 


Some tentative answers for the 
electrical trade are possible. First, the 
electrical wholesaler plays such a 
large part in the distribution of elec- 
trical merchandise that every large 
manufacturer must consider him vital 
to permanently profitable business. 
Second, wholesalers are in favor of 
guaranteed minimum margins of de- 
cent proportions on prominent brands. 
Even the worst price cutter wants to 
make a profit, while the other whole- 
salers can do creative selling much 
better when they know that they can- 
not be undersold on a prominent 
brand. Thus, the answers to the first 
two questions indicate the use of 
minimum price contracts. 

When the competitive position of 
the large manufacturer is examined, 
however, the picture is no longer so 
clear. Many types of electrical mer- 
chandise are dominated by a relatively 
few large manufacturers. If one of 


these big manufacturers uses mini- 


mum price contracts binding all 
sellers (both contract signers and 
non-signers), moderate price cutting 
upon the equally well known brands 


of his major competitors may disrupt ° 


his volume of business to an embar- 
rassing degree. If each of these im- 
portant brands is controlled by price 
contracts, the door is left wide open 
for minor national brands and private 
brands to grab an expanding share of 
the total business. These large manu- 
facturers, therefore, hurt themselves 
by any too rigid system of pricing. As 
large and established concerns, one of 
their great competitive advantages is 
the ability to withstand the rigors and 
losses of a price war better than 
smaller concerns. Why hand their 
smaller competitors the chance to un- 
dersell their brands by fixing set 
prices, even minimum ones? 


Informal Agreements 


But the large manufacturer well 
knows that the continued dominance 
of his brand depends upon regular 
profits being realized by his distribu- 
tors. His interest undoubtedly lies in 
wholesale and retail prices which 
yield a decent margin to distributors. 
Some method lying between uncon- 
trolled price cutting and formal re- 
sale price contracts is indicated and 
is lawful. For example, informal oral 
contracts between wholesaler and 
manufacturer, and between retailer 
and wholesaler are legal. ‘These can 
suggest minimum prices and request 
the reporting of price cutting trouble. 
Then manufacturer or wholesaler can 
‘ook into the matter. As long as no 
threats or coercion occur, vertical 
action is legal (i.e., manufacturer to 
wholesaler, or wholesaler to retailer), 
including refusal to sell and cutting 
off a distributor’s source of supply. 
Only action between manufacturer 
and manufacturer, between whole- 
saler and wholesaler, or between re- 
tailer and retailer is illegal. 

The electrical manufacturer thus 
appears to solve his own problem, 
everything considered, more satisfac- 
torily by not using formal minimum 
price contracts. With respect to his 
distributors and the irritating price 
competition which they sometimes 
face, a reasonable solution would 
seem to lie in suggested resale margins 
and informal oral contracts which are 
backed up as strongly as_ possible. 
Both competitive flexibility and mod- 
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erate price control are thus obtained. 
Such informal agreements about re- 
sale margins were not lawful before 
the passage of state Fair Trade Acts 
and the Federal Tydings-Miller Bill. 
Here seems to lie the major contribu- 
tion of this legislation to the electrical 
trade. 





What About Sales 
Policies? 


——— CONTINUED FROM PAGE 8——— 


manufacturer, on the other hand, has 
the right to select his customers. 
When, however, the two come to- 
gether to promote the distribution of 
a manufacturer’s products, their in- 
terests became mutual. After all, 
both wholesaler and manufacturer 
sales policies aim at just one thing— 
distribution of goods at a profit. 

In spite of his own short comings, 
and in spite of the shortsighted sales 
policies of many of his sources of 
supply, the electrical wholesaler is 
vigorously existing to-day. This is a 
tribute to the indispensible service he 
renders. Manufacturers do not sell 
through wholesalers because of tradi- 
tion or because of custom or because 
of any everlasting friendship for them. 
Manufacturers distribute through 
wholesalers because, for most prod- 
ucts, the method has been found 
economically sound. However, if the 
wholesaler is to remain an important 
link in marketing, he must realize 
that he is only a link in the chain 
and that the chain cannot be strong 


if his link is weak. 








MOTOR SPECIALIST. Dave Wilkus 
is well known to the electrical trade of 
Chicago through his many years as a 
motor specialist. A short time ago he 
affliated with the Harnischfeger Corp. 
as sales engineer for the P & H line 
of slip-ring and squirrel-cage motors. 
Yes, he remains in the windy city. 
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Grom the News 


E. E. W. A. Recognizes 
A. F. of L. Union 


After six months of negotiations, the 
Eastern Electrical Wholesalers’ Asso- 
ciation has recognized Local Union No. 
3, International Brotherhood of Elec- 
trical Workers, an affiliate of the 
American Federation of Labor. 


Mobile Branch Opened By 
Matthews Electric 


To better supply their trade in 
southwest Alabama and _ western 
Florida, the Matthews Electric Supply 
Co., Inc., Birmingham, have opened a 
new house in Mobile. V. L. Taylor has 
charge of sales for the branch and 
Henry Jones is responsible for the 
office and warehouse. 


Pacific Group Holds 
Annual Fall Meeting 


Late in October, the Pacific Division 
of NEWA gathered at the Santa Bar- 
bara (Cal.) Biltmore for its annual 
fall meeting. At the closed meeting, 
the subject of labor and the, relation- 
ship of the wholesaler to unionism, was 
the major highlight. During the open 





B & B ENTERTAINS. Here are a 
few of the 800 folks who attended the 
annual party of B & B Electric Co., 
Cincinnati, recently held at the Hotel 
Sinton. Exhibits of 12 manufacturers 
attracted the visitors throughout the 
evening. A buffet supper, beer and 


dancing kept the party going until well 
past midnight. 


meeting, adequate wiring and present 
business trends were fully discussed. 

Burrell Manuel of the Westinghouse 
Electric Supply Co., Los Angeles, 
chairman of the group, presided at the 
meeting. Among the speakers were F. 
L. Hockensmith, manager of the Elec- 
trical Development League of South- 
ern California; Graham Holabird, Na- 
tional Electric Products Co.; Ross 
Hartley of the Electric Corp., Los 
Angeles; Thurston Ross, University of 
California and John Shannon of the 
General Electric Vapor Lamp Div. 

No California convention would be 
complete without plenty of golfing and 
the following gentlemen took the hon- 
ors: Copper Cup and Glendenning 
Cup to Phil Carson, Graybar Elec. Co., 
Los Angeles; Manufacturers‘ Cup to 
Howard Pratt, Anaconda; and the Cen- 
tral Station Cup to W. L. Frost, South- 
ern California Edison Co. 

The next gathering of this associa- 
tion will be held at the Del Monte on 
February 3, 4, and 5. 


Baltimore Association 
Holds Exhibit 


A large number of electrical supply 
houses took a prominent part in the 
second annual manufacturers’ products 
exhibit recently held at the Lord Balti- 
more Hotel, Baltimore, under the 
sponsorship of the Purchasing Agents’ 
Association of Baltimore. Many thou- 
sands attended the event during the 
three-day period. 

Among those with booths at the ex- 
hibit and who also had representatives 
on hand throughout the display were 
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NEMA’S PRESIDENT for the ensuing 
year is D. Hayes Murphy, president 
and treasurer of The Wiremold Co. 
Mr. Murphy was elected at the annual 


convention held in Chicago from 
October 24 to 29. H. C. Petty was 
named treasurer of the association and 
F. W. Magin, N. G. Symonds, Matthew 
Porosky, Walter Robbins and C. E. 
Swartzbaugh were elected vice-presidents. 





the Baltimore Electric Supply Co., Inc., 
Baltimore Gas Light Co., L. A. Benson 
Co., Inc., Birdseye Electric Co., Black 
& Decker Mfg. Co., Carey Machinery 
and Supply Co., Champion Lamp 
Works Div. of the Consolidated Elec- 
tric Lamp Co., General Electric Supply 
Corp., Kemp Machinery Co., Save 
Lamp Supply Co., and the Westing- 
house Electric Supply Co. 


Acorn Adds Salesmen 


The Acorn Insulated Wire Co., 
Brooklyn, N. Y., has added Tom Finn 
to the sales force, selling in the greater 
New York area. John Bartlett, one of 
Columbia’s E.E. men, covers northern 
New Jersey, southern New York and 
Connecticut and Long Island. 


McCullough Electric In 
New Home 


The T. W. McCullough Electrical 
Supply Co., Pittsburgh, will move to a 
new location at 416-418 First Ave. The 
building is of brick construction and 
measures 30 x 180 feet. 

Complete remodelling took place in- 
cluding a new roof, elevator, sprinkler 
system, and all steel shelving. 


Leslie Electric In 
New Location 


The Leslie Electric Co., of Pontiac, 
Mich., recently opened its new ware- 
house and showrooms at 85 Oakland 
Ave. 
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High levels of illumination are produced economically in this machine shop with General Electric Type H Mercury Lamps 





SEEING IS MADE EASIER... 
More Productive...With Mercury Light 


Higher levels of illumination at a 
lower cost per foot-candle are as- 
sured by these modern, efficient 
light sources. They are promot- 
ing more efficient and more 
economical production in all 
branches of industry. The higher 
levels of illumination make the 
mere physical act of “seeing” 
easier ... eye-strain is reduced... 
and more uniform high quality 


production is assured. 


GENERAL 


General Electric Vapor Lamp Co. 
891 Adams Street, Hoboken, N. J. 


Your customers are buying 
light as a production “tool.” 
Profit by this trend. Sell them 
General Electric Type H Lamps. 
Blended with incandescent light 
these mercury lamps produce il- 
lumination which simulates and 
blends well with daylight. Let the 
field promotion men of the Gen- 
eral Electric Company help you 
in making sales. Write for com- 


plete details. 


~ 
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The 400-watt 
Mercury Lamp is 
60 to 140 per cent 
more efficient than 
other available 
light sources. It 
burns vertically 
only. 








By combining Mercury 
and Incandescent Lamps 
in many conventional type 
luminaires a psychologi- 
cally cool, white light can 
be obtained. 





ELECTRIC 


— Incandescent Lamp Department 
Dept. 165, Nela Park, Cleveland, Ohio 

















Every phase of electrical 
maintenance and repair work 
covered in this nez cy 


5 volumes 
of practical 
how-to-do-it 
information 


Every man concerned with the care 
and repair of electrical machinery 
should have these practical books, 
with their helpful tables, diagrams, 
data, methods and kinks. Every one of the five volumes is jammed to the covers 
with sound, how-to-do-it information—the kind you have to have when any- 
thing goes wrong. Liberal use has been made of practical data and practice in 
repair shops so as to combine the good features of a library of methods with 
handbook information covering these methods, 


Electrical Maintenance 
and Repair Library 


5 volumes—2042 pages—I721 illustrations 


he these books will be found answers to practically all the repair and winding prob- 
lems that the electrician will meet in actual practice. 

The books discuss direct and alternating current windings—repair shop methods for 
rewinding armatures—commutator connection—the testing of armature windings—the 
testing of induction motors for faults—practical ways of reconnecting induction motors 
—commutator repairs—correct brush troubles, etc. 

They tell you how to inspect and repair motor starters and generators—how to 
diagnose motor and generator troubles—how to figure new windings for old cores on 
induction motors. 

You learn about three-wire systems, starting rheostats, transformers and starting 
polyphase motors, etc. 

They give you scores of practical methods used by electrical repairmen to solve 
special problems. 


New trouble-shooting and repair book 
now included in Library 


Now, in addition to four well-known practical books on all details of testing, con- 
necting, rewinding, installing and maintaining electrical machinery, the Library of 
Electrical Maintenance and Repair includes Stafford’s Troubles of Electrical Equip- 
ment, a new book full of helpful maintenance information special trouble-shooting 
charts, explanation of symptoms and causes of machinery troubles, specific remedies, etc. 
This revised library helps you to know the why as well as the how of electrical mainte- 
nance and repair work, gives you the ability to handle bigger jobs with surety of results. 


10 Days’ Free Examination—Easy Monthly Payments 


You can secure the use of these five great books on electrical repair work for 
ten days’ free examination. When you have seen for yourself what these books are 
and how much they can help you, send us your first remittance. The balance may 
be paid in monthly installments of $2.00 until the price of the library is paid. Send 
for the books today. Fill in and mail the Free Examination Coupon. 
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* McGRAW-HILL BOOK COMPANY, INC. . 
s 330 West 42d Street, New York, N. Y. . 
- Send me the Electrical Maintenance and Repair Library (5 vols.), postpaid, for 10 . 
. days’ free examination. Within 10 days of receipt I will send $1.00, and $2.00 monthly 2 
4 until $15.00 is paid, or return the books postpaid. * 
. . 
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Vose and Lind Dissolve 
Law Firm 


Effective November 1, the law firm 
of Vose and Lind, Chicago, was dis- 
solved. Frederick P. Vose who prac- 
tised law for 45 years in Chicago, much 
of that time as counsel for many in the 
electrical industry, has decided to re- 
tire from many of his duties. His 
brother, Walter, who joined him in 
1909, will continue to practise, as will 
Colonel Frederick A. Lind, who became 
associated with F. A. Vose in 1930. 


Union Company Active 


The Union Electrical Supply Com- 
pany, Boston, has doubled its wall space 
displays and greatly improved its store 
lighting during the past few weeks. 
Expansion of sales forces is contem- 
plated if business continues in good 
volume. 


Brown-Johnstone Adds Space, 
Makes Personnel Changes 


Warehouse space, totalling 10,000 
sq.ft., has been acquired by the Brown- 
Johnstone Wholesale Co., Spokane, 
Wash., to augment the 35,000 sq.ft. of 
space formerly used for storage. 

H. R. Andrews, who was Norge field 
man, has been made head of the Norge 
department, succeeding L. Weiss who 
resigned to form a retail company. W. 
C. Hulse is now head of the refrigera- 
tion and air conditioning department. 
Charles Volz has been added to the 
sales force, specializing on refrigera- 
tor and radio lines. 








BOSS of the newly formed Seiss Elec- 
tric Supply Co., Cleveland, is George 
Seiss. Incidentally, apologies to George 
for this lousy picture. George opens his 
new house with a world of experience 
gained from 30 years with Graybar. 
His associates include: W. C. Blackburn 
who spent 35 years with Graybar, A. G. 
Kinsel, a 25-year man with Republic 
Electric Co., and Louis Greeser, another 
Graybar graduate. The firm is located 
at 1738 E. 23rd St. and is contacting 
contractors, industrials, hardware and 
department stores and electrical dealers. 
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PE MITE 


The Wiedern RUBBER INSULATION 


Y ALL known accelerated aging tests Performite rubber insulation is far 

ahead of any other commercial insulation. It is non-corrosive, free-stripping, 
long-lasting. Performite shows surprisingly little deterioration in the oxygen 
bomb, air bomb and air oven accelerated age tests. 





One of its outstanding characteristics is its resistance to deterioration by heat. 
It is recommended for operation at conductor temperatures up to 75 degrees 
Centigrade, thus providing a tangible advantage over most other types of rubber 
insulation in economy of copper size. Its stubborn resistance to heat makes it bet- 
ter suited than ordinary rubber insulations for hot locations. 


Performite should be used for monumental building jobs; for airport, park and 
street lighting; for power circuits and other vital circuits where failure would be 
expensive and where safety, economy and long life 
are essential. 





Performite meets the requirements of Federal Spec- 
ifications JC-106, JC-121, Department of Commerce 
Airport Specifications and others requiring heat- 
resisting or super-aging rubber insulation. 


HAZARD INSULATED WIRE WORKS 


Division of the Okonite Company Works: Wilkes-Barre, Pa. 


Sales Offices: 
New York Chicago Philadelphia Pittsburg Buffalo Boston Detroit 
Atlanta Seattle Dallas Washington San Francisco St. Louis Los Angeles 
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Westinghouse Opens 
New Motor Aisle 


Westinghouse Electric and Manu- 
facturing Company has opened a new 
mass production a-c motor plant at 
East Pittsburgh, Penna. This plant is 
to meet the expanding demand for a 
large variety of motors now considered 
standard by motor users. 





Motor Division Manager R. W. Owens, 
Vice President Ralph Kelly and Super- 
intendent George Ryan discuss a phase 
of production. 


The construction of the plant in- 
volved the reconditioning of 270,000 
square feet of floor space. Handling 
facilities for motors rated from 1 to 
50 H.P., weighing from 50 to 1500 
pounds each, were developed. This 
necessitated the installation of approx- 
imately two miles of conveyors of many 
types, and cranes ranging from a 
simple chain hoist on a job to a 10 ton 
overhead crane. Available equipment 
was supplemented with the most mod- 
ern machine tools obtainable, as well 
as with special tools and precision 
gauges to assure control of quality on 
a quantity production basis. Windows 
and skylights covering nearly 40% of 
roof and wall space were provided to 
secure the maximum of natural light; 
supplemented with artificial lighting 
aggregating 365 KW giving 25 foot 
candle intensity at the work positions. 








Blaine Electric In 
New Home 


The Blaine Electric Co., St. Paul, 
Minn., has moved from 81 E. Kellogg 
Blvd. to larger quarters at 470 Jackson 
St. The firm is especially proud of its 
new fixture showroom. 


Sticklor Electric Enlarges 


With business on the up and up, the 
Sticklor Electric Supply Co., Hartford, 
Conn., found it necessary to rent an 
adjoining building which doubles the 
firm’s floor space. 

A completely wired fixture room has 
been completed which has been a good 
stimulant in increasing lighting unit 
sales. This company recently took on 
the Bryant and Wiremold lines. 


Maxime Van Cleef Resigns 


The well known firm, Van Cleef 
Bros., owned by Noah, Maxime, Felix 
and Paul Van Cleef, now continues 
without the services of Maxime who 
recently retired. His ixterests have been 
acquired by his three brothers and the 
firm will continue under the same name. 


Cleaner Association Elects 


R. J. Simmons, Chicago, is the newly 
elected president of the Vacuum 
Cleaner Manufacturers Association. P. 
A. Geier is vice-president, C. G. 
Frantz, secretary-treasurer and Julius 
Tuteur has been named a member of 
the executive board. 





BRING ON THOSE golf balls and 
we'll go to work. Our golfing friends 
are with the City Electric Co., Syracuse, 
N. Y. Until the snow fell these boys 
rambled over the hills and dales, into 
roughs, bushes and woods trying to get 
those elusive pars and birdies. From 
the left, Lamont Kinney, Samuel Wein- 
stein, Hugh Craig, “Champ” Emory L. 
Puckett, Ed Cuddy, Bill Blaich, “Champ” 
Tom Moulton and Jack Isaacs. 
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Michigan Chandelier Adds Industry's wheels are turning... 
New Branch 


e 
The Michigan Chandelier Co., with which means 


headquarters at Detroit, has opened a 
new showroom and warehouse at 16501 . 
Livernois Ave. in that city. D. E. HYGRADE sales are mounting 
Love, formerly manager at the Dear- 
born house, has been named manager 
of the new branch. He is replaced at 


Dearborn by Sam Myers who was Throughout the country, leading factories, railroads, , 
formerly at the Ann Arbor house hotels, skyscrapers and public service companies buy ¥ 

y 4 . a v 
Maynard Frazier is on the sales force Hygrade Lamps, year after year. This means thot é 
of the Livernois in house, covering the Hygrade market is no limited field. Modern ’ 


industry is Hygrade's market. 
Because industry knows . . . and the highest type 
wholesaler knows... that these fine, American- 


the northwest part of the city. 


' made lamps offer the utmost in value and efficiency 
Birmingham House Of Graybar . .. more light than ever before. 
Increases Appliance Force oF 


E. G. Walker has been employed by 
the Birmingham, Ala., house of Gray- 
bar Electric Co., to head the reorgan- 
ized merchandise department. E. A. | 
Speer and W. C. Singleton are new | 
appliance salesmen. 








Milwaukee Sales | 


Look for the Hygrade 


In Upward Trend triangle, the mark of a 


well known brand. 


An increase of 45.5 per cent in whole- | 
sale electrical supplies sales in the 
Milwaukee area for the first eight 
months of 1937 compared with the 
sales in the corresponding period of 
1936 has been announced by the Mil- 
waukee Association of Commerce. 

According to B. R. Johnson, assistant 
sales manager of the Westinghouse 
Electric Supply Co., Milwaukee, the 
bulk of the electrical sales were due to 
the modernization programs of indus- 
trial, commercial and educational in- 
stitutions. 


Vancouver Holds 


Selling School 


Intensive salesmanship training for 
the employees of firms handling appli- 
ances in Vancouver, B. C., is now un- 
der way. The Vancouver Electrical As- =: oo 
sociation, the British Columbia Electric ‘ 
Railway Co., the Northern Electric Co., : ae sa: 
Canadian Westinghouse Co. and Cana- sn TX ULL 
dian General Electric are sponsoring - ae 
the school which has been meeting 


. +" , . . i ye Tj > 
twice a week at the utility’s auditorium. Nationally Advertised 


Apex Appoints New y ge = 


Distributors 


The Fitzpatrick Electric Supply Co., TESTED QUALIT Y 
Muskegon, Mich. has been appointed by 
Apex as distributor in West Central 


Michigan. Fergason Bros., Waterloo, 
Iowa is now distributing for the firm 
in northern Iowa and the E. S. Cowie 


Electric Co., Kansas City, Mo. is 
handling all the lines in that section. Also makers of the World-Famous Sylvania Radio Tubes. Copr. 1937, Hygrade Sylvania Corp., Salem, Mass. 


‘ 
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VARNISHED CAMBRIC e 


MAGNET WIRE e BARE WIRE 


CRESFLEX NON-METALLIC SHEATHED CABLE e SERVICE ENTRANCE CABLE 





RUBBER POWER CABLES e BUILDING WIRE @ RADIO 
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INSULATED WIRE AND CABLE 


To meet the rigid requirements formulated by the govern- 
ment, engineering societies and various railways and utili- 
ties, CRESCENT maintains a close and constant check in 
every step of wire and cable manufacture. 


Above, twirling fingers provide a check on accuracy of 
dimension, for which the uninitiated might call us fanatics. 
But, we are particular on this point in order to insure proper 
load capacity and easy fishing. 





CRESCENT 
INSULATED WIRE & CABLE CO. INC 
TRENTON, NEW JERSEY. 










Jobber Co-Operation—A Permanent Policy 


ATGVS GAYOWNUY © SATHVS AVMMUVd GNV GASVONA-GVA1 © SGUOS ATGIXAI © AIGVS TVNSIS © SAWIM 


CRESCENT ENDURITE SUPER-AGING INSULATION e WEATHER-PROOF WIRE 
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WITH A PENCIL in one hand and a 
cigarette in the other, Walter Wick of 
Lindley Electric Supply Co., Philadel- 
phia, seems to be well occupied. What 
with? Well, we had just snapped a 
group out in front and Walter is try- 
ing to figure out how they were stand- 
ing. John Brooks offers a few sugges- 
t10ms. 





Cleveland Stages 
Apparatus Show 


Cleveland’s electrical industry jam- 
med into the ballroom of the Hollenden 
Hotel for three days late in October to 
view the latest developments of the 
electrical industry for use in commercial 
buildings and industrial plants. 

The exhibit was sponsored by the 
Electrical League of Cleveland and the 





THREE GALS, four men and a display 
board. These folks of the Frank P. 
McCartin Co., Lowell, Mass., drag the 
Cutler-Hammer display board out into 
the sun and the cameraman goes to 
work. Kneeling are Bill McCartin, 
counter salesman and Jim McCartin, 
city salesman. The “efficient office trio” 


consists of Misses Ann McCartin, Mar) 
McCartin and Anne Moore. The other 
two gentlemen are Charlie Wallace, 
counter salesman and “Swifty’ Baxter 
of the shipping department. 


Electrical Maintenance Engineers 
Association. Individual displays of 37 
manufacturers and wholesalers were 
the main attraction. 


Brettell Ltd. Celebrates 
25th Anniversary 


Brettell Ltd., electrical wholesalers of 
Vancouver, B. C., are celebrating the 
25th anniversary of the founding of the 
firm, which for the past 10 years has 
carried on its business at 541 Howe St. 


Chicago’s Electric Association 
Holds Annual E.M.E. Exhibit 


For three days, late in October, the 
fifth annual industrial exhibit sponsored 
by the Chicago Electric Association 
for the Electrical Maintenance Engi- 
neers, was held in the Chicago Lighting 
Institute high up in the Opera Building. 

The meeting opened with an annual 
E.M.E. dinner in the Electric Club. 
During the three days, 3,000 mainte- 
nance men, engineers and others di- 


rectly connected with the industry 
viewed the exhibits of 66 manufac- 
turers. 


Indicator Corp. Elects 
Carpenter and Tunis 


F. A. Schiller has resigned from the 
presidency of the Indicator Corp., New- 
ark, N. J., and A. E. Carpenter has 
been named his successor. Edward A. 
Tunis has been elected vice-president 
and general manager, in complete 
charge of the company’s operations. 


Radio Parts of Milwaukee 
Appointed by Fada 


Co., 536 W. State 
has been named wholesale 
Wisconsin for Fada 


Radio Parts 
Milwaukee, 
distributor in 
radios. 
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You're sure it 


Sinendeble- 


if it’s a PENN-UNION conduc- 
tor fitting— 


Every item carefully de- 
signed, and thoroughly tested. 


Never any question as to 
reliability of the connection— 
mechanically and electrically. 

That’s why the leading utility com- 
panies and 
“industrials” 
are PENN- 
UNION cus- 
tomers. 


The line is 
complete. 

Fittings for 
every type of 
electrical con- 
nection. 

Any combi- 
nation of tube, 
bar, cable and 
wire. 

Write for 
catalog. 


Sold by leading jobbers 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 


You’ll find it in the complete line— 

















Hee 


| Conductor, j Fittings | 
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@ Your customers immediately ap- 
Preciate the advantages of this 
modern, efficient, widely used and 
approved lighting unit—installation 
results show great success—whole- 
Salers and salesmen are cashing in 
on this great unit—don’t overlook 
the sales possibilities for yourself, 
Tlluminates the upper walls and ceil- 
ing with diffused light and delivers 
direct light downward. Louvers 
formed in the metal walls of the 
reflectors divert sufficient light up- 
ward to relieve unpleasant contrast 
between the bright reflectér and 

dark background, *. The white por- 

celain enameled exterior of the re- 
flector and supporting stem are also 
oe Made in’ standard yr 

cket type and with heav i 
hoods (34" if specifidd). siege 








QUADRANG 
32 S. PEORIA a a 


se CHICAGO, ILL. 








SIMPLE, ISN’T IT? 
ILSCO 






SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 
the tang and V-bottom collar 

which forces the wire into a solid 

mesh— 

NO set-screw contact... 

NO flattening or separating of 
wires... 

NO limitation to one size wire . . 

NO shearing effect whatsoever . . 

NO special tools required to 
make connection . . . 


NO need for you to search any longer for the PERFECT 
Solderless Connector—WE HAVE IT! 








Ilsco solder lugs show the size of the largest 
wire they will take. 





FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 
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FOR QUALITY AND PRICE 


S20 


SIGNAL DRILLS / 





Signal drills have 
everything in them 
you expect of good 
drills — plenty of 
power, proper 
speed and depend- 
able service .. + 





OB-5 2” three _ different 
a models .tO0 meet 
~ work requirements 
7 . all powered 
by smooth running 

Signal Universal 

Motors. Shown 


here are the two 
Standard - duty 
models . . . for 
light intermittent 
service, the OB-8 
14” drill meets all 
requirements. 





Write for complete details, prices. and jobbers’ 
discounts on these easy selling items. 
SIGNAL ELECTRIC MFG. CO. 
Menominee, Mich. 
Offices in all principal cities 








Reynolds Electric In 
Larger Home K 


The Reynolds Electrical & Engineer- 
ing Co., El Paso, Tex., have enlarged 
their quarters by adding 3,300 sq.ft. 
of floor space. This addition provides 
a new sales floor, part of which is 
used for fixtures and lamps, the rest 
for displaying appliances. 

B. B. Bell has been added to the 
sales force and is in complete charge. 
of the fixture department. Lou Reyn- 
olds, president of the company, took a 
fling at politics recently and came out 
with a seat on the city council. 


Okonite Issues 


Sound Films 


The Okonite Co. has just completed 
a two reel sound film showing how rub- 
ber insulated wires and cables are made 
and used. Lowell Thomas is the nar- 
rator. The film traces the many steps 
taken in the manufacture of these prod- 
ucts and also illustrates the many appli- 
cations for wire and cable. The film 
will be shown without charge to those 
interested in the subject. 


Milhender-Afes Creates 
Lighting Studio 

Milhender-Afes Electrical Co., Bos- 
toi, has established a new lighting dis- 
play department on the second floor of 
the main office at 617 Atlantic Avenue, 
with indirect fixtures and about 3,000 
sq.ft. of floor area devoted to this pur- 
pose. The bookkeeping department has 
been transferred to the first floor, 
greatly improving the display facilities 
above. 








IF OUR FRENCH was at all under- 
standable we would proceed, for, hailing 
from Quebec, we know these folks 
might like to try to decipher it, But we 
can’t even begin so here it is in Eng- 
lish. These people are with Canadian 
Westinghouse, Ltd. R. Marier is check 
ing up on some numbers in the cata- 
logue, Miss Blais looks up from ber 
work as the shutter clicks, and the boss, 





George Vandry, is busy in his office. 
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Scranton Electric Has 
New: Warehouse 


The Scranton Electric Construction 
Co., has now located its warehouse and 
repair shop at 430 Dix Court. The 
warehouse contains 23,000 sq.ft. of floor 
space which is double that of the for- 
mer quarters. 


Turrell & Benfield Add 
More Territory 


Turrell & Benfield, Inc., Detroit rep- 
resentatives for the McGill Mfg. Co. 
have increased their territory to in- 
clude the cities of Cleveland, Akron, 
Canton and Youngstown, Ohio. 


Love Electric Continues 
Sales Drives 


The Love Electric Co., Tacoma, 
Wash., has just completed a successful 
sales campaign on Westinghouse 
ranges. The 30-day drive was a close 
tie-in with the Tacoma City Light Dept. 
Now the boys on the sales force are 
plugging away with their radio line. 


Cohen Now Representing 
Circle F 


Sydney H. Cohen, Newark, N. J., 
manufacturers’ agent, has been ap- 
pointed a representative by the Circle 
F Mfg. Co. Cohen also represents Gen- 
eral Insulated Wire Corp., Yorkville 
Metal Products, W. G. Roller Co. and 
the Rex Electric Mfg. Co. 


Trico Appoints Delavan 


The Delavan Engineering Co., Des 


Moines, Iowa, has been appointed sales 
representative in the states of Iowa and 
Nebraska for Trico Fuse Mfg. Co.’s 
line of fuses, clamps, fuse pullers and 
lubricators. 


Graybar’s Salt Lake City House 
In New Location 


With a gala house warming on Oc- 
tober 22, attended by a large number 
of contractors, dealers, industrial and 
utility men, the new house of Graybar 
Electric Co. at Salt Lake City was off 
to a flying start. The building is 
located at 245 South First West. 


Schuster Electric Adds 
Bendix Washers 


The Schuster Electric Co., Cincinnati, 
has been appointed distributor in that 
territory for the Bendix Home Laundry 
equipment. 











ST. LOUIS 
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Think what a wide variety of installation 
problems can be answered in a line with this 
many fittings, each one modeled and designed 
for a practical purpose. Into each one, too, 
has been built that engineering precision and 
beauty so common to the Killark line. Using 
them will convince you as it has thousands 
of others that no better line is made. 


A Wide and Wise Selection 


Eliminate once for all the stubborn cases of 
installation by acquainting yourself with this 
extensive line. You will be convinced of their 
complete practicability and durability. 


Get Catalogue for 
Full Line — It’s Free 


We have all ready for you a com- 
age catalogue of the Killark 
ine — including prices, styles and 
sizes. Write for yours today. 


Killark Electric Manufacturing Co. 
3940 EASTON AVENUE 
ST. LOUIS, MO. 
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NEW 
Trip-Free 
‘‘DUBLBRAK"’ 


CIRCUIT 
BREAKER 


The New @ “DUBLBRAK” Trip-Free Circuit 
Breaker protects Lighting and Appliance 
Branch Circuits against sustained overloads 
or short circuits, when such protection is 
needed. Also— because of the properly 
engineered time lag of the thermal element, 
it protects Branch Circuits against unneces- 
sary and annoying service interruptions. 


NOTE THIS SAFETY FEATURE 


When a short circuit occurs, the thermal 
element automatically trips, regardless of 
the position of the operating handle. 
Furthermore, since the tripping action is 
always independent of the operating han- 
dle, the thermal element will positively 
remain in the tripped position until the 
overload or short circuit is cleared up — 
even if the operating handle were forcibly 
held in the “ON” position. 


The @ “DUBLBRAK” Circuit Breaker is 
built in single pole units and two and 
three pole units — in capacities from 6 to 
50 jJamperes. Approved by Underwriters’ 
Laboratories for both AC and DC, 125-volt 
service. Available January 1, 1938. 


Frank Adam 


ELECTRIC COMPANY 


ST.LOUIS 
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| Edwards & Co. Issues 


Historical Booklet 


Tied-in with the completion of its 
modern plant at Norwalk, Conn., Ed- 
wards and Company have issued a 
27-page booklet titled, “An Unfinished 
Story.” 

It tells an interesting story of the 
growth of the organization dating back 


to 1872 when Robert Edwards had the ||: 


idea that an electric doorbell would be 
well received as a substitute for the 
hand-jangler. 


_New Jobs For Thompson, MacGrath, 


Davis And McKibbin 


Walter Thompson has been promoted 
to director of utility sales for the mer- 
chandise division of Westinghouse 
Electric & Mfg. Co. He locates at 


| Mansfield. 


H. F. MacGrath is the new depart- 


| ment store supervisor of refrigeration 





sales. Long identified with the re- 
frigeration field in various parts of the 
country, he now locates at Mansfield. 
R. R. Davis has been named assistant 
to the general advertising manager of 
the company. He has been associated 
with Westinghouse and will be located 


_ at East Pittsburgh. 


| 
| 





J. M. McKibbin, Jr., succeeds Davis 
as apparatus advertising and sales pro- 
motion manager. He will also locate 
at East Pittsburgh. 


| Miller Now Manager of 


G. E.’s Refrigerator Sales 


L. H. Miller, who for the past year 
has been manager of the Allentown, 
Pa., branch of the G. E. Supply Corp., 
has been named sales manager of do- 
mestic refrigerator sales of the General 
Electric Co. He headquarters at Cleve- 
land. 








AT THE PHONE stands J. F. Lentz, 
supply and small appliance manager for 


the Baltimore Gas Light Co. Lentz 
joined the company in Abril after 
spending many years with General 
Electric Supply there in Baltimore. 
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By Old Timer 
NOTHER year has rolled 


A around and Christmas is 


just around the corner. 


In every toy store and toy de- 
partment there’s a bewhiskered 
old gent, with a red costume, a 
fur trimmed turban, and a com- 
mercial twinkle in his eye. He 
smoothly “oils” an endless row 
of kids into eating their spinach 
and brushing their teeth by 
promising them that evervthing 
from toy trains to airplanes will 
be in their stockings Christmas 
morning. And there are hun- 
dreds of other fat bellied birds 
masquerading as Old Nick on 
street corners, and in restaurants 
and theatres, ringing bells and 
telling tall tales—and still mil- 
lions of kids believe in Santa 
Claus. 

And so do I— 

The Brain Twisters can 
prove he’s a sham. The pes- 
simists can take a tape measure 
to show his tummy is too fat 
and the house chimneys too thin 
for him even to get down. 

But I still believe in Santa 
Claus—I still have confidence 


in what he stands for— 
I still believe that if you keep 
putting something behind the 


old ‘‘sock’’—some “Santa Claus” 


will put something in it. 
And I still believe in New 
Years! 
There’s something magical 


about something new—slip on 
a new suit and the old suit’s 
another rag—slip behind the 
wheel of a new buggy and the 
other car becomes an old can— 
slip into the New Year and you 
forget all about the heartaches, 
the troubles, the reverses of the 
old one, in the promise of better 
times, better prospects, better 
business in the new one. 

And so—let Christmas be 
Merry—and jump into the New 
Year with all the pep, enthu- 
siasm and anticipation you have 
when you jump behind the 
wheel of your new car—and, 
boy, you'll go places—as you 


i 
i) should—in 1938! 
_ ene Aa 


I Still Believe! {| 
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Has Your Business a 
Good Home? 


CONTIVED FROM PAGE 15 








equip the front door with a record- 
ing lock which will show when it 
has been opened and shut each day. 

Office windows should be well 
fitted, easy to operate, and prefera- 


bly of the “double hung” sash vari- | 


ety. Windows in the warehouse 
should preferably be of wire glass 
for greater protection against break- 
age and, if they can easily be reached 


from the street, should be protected | 


by iron bars. 

It is hardly necessary to mention 
the essential need for good lighting. 
The nature of this will vary with 
the shape of the building, the num- 
ber of windows, skylights, and so 
forth. In the warehouse, good re- 
sults can be obtained by spacing re- 
flectors on 20-foot centers, each 
equipped with an individual pull 
chain socket. Office lighting offers 
an opportunity not only to give the 
force good illumination but to pro- 
vide a model lighting installation 
which can be used to demonstrate to 
customers what can be done in this 


field. 


Windows Important 


Show windows are important. If 
the location has publicity value, with 
a sizeable amount of night pedes- 
trian and vehicular traffic, attractive, 
well lighted window displays should 
be used. The extent of this will 





depend on the nature of the busi- | 


ness and its volume. As usual it 
is better to concentrate on quality 
rather than quantity, since the 
greater the display area, the greater 
the problem of filling it with really 
attractive and interesting displays, 
keeping these clean and changing 


them at reasonably frequent inter- | 


vals. Few things are less attractive 
than a dusty, seldom changed, win- 
dow display. 

We have attempted to picture a 
satisfactory average building for the 
average wholesaler. There are many 
details which will be determined by 
the peculiarities of a given busi- 
ness, by personal preferences and 
so forth, but as many of the stand- 
ards mentioned as possible should 
be incorporated in your next ware- 


house—they all lead to more net 


profits. 


“ROME=CABLE”’ 


BUILDING WIRE 


© Safeguard your customers’ 
wiring jobs and your own 
sales to them through the 
quality built into every foot 
of Rome Cable Building 


Wire. 


There is a tremendous lot of 
background in 


ROME CABLE QUALITY 


Code, Intermediate 
30% and Super- 
aging 


Approved by the 
Underwriters Lab- 
oratories, Ine. 
N.E.C.S. 


Flame and Moisture 
Resistant 


Slick finish for 
Quick and Easy 
Pulling 


Long Aging Rubber 


Uniformly Small 
Diameters 


Clean—Easy Strip- 
ping 


Eight Clear Dis- 
tinct Colors 


PRODUCTS — Hot rolled rods, bare and tinned copper wire, bare and tinned 
strand, U.R.C. weatherproof wire, cotton, paper and asbestos magnet wire, 
rubber insulated wires and cords, lead covered cables. 


SALES OFFICES—New York, Chicago, Philadelphia, Pittsburgh, Richmond, Cleveiand, 
Boston, Dallas, Los Angeles. 














No. 284 DUPLEX 
RECEPTACLE NOZZLE 


With 14” brass pipe ex- 
tension. Neatest and 
most compact fitting 
obtainable. Also avail- 
able with %” pipe ex- 
tension. Fullman also 
offers Duplex Telephone 
Nozzles. 
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TWO GANG BOX 


Two gang Adjustable Floor 
Box with No. 208 Recepta- 


in one 


section. One 


cover plate with 14” Flush 
Brass Plug and the other 
cover plate with 2” Flush 


Sell 


Brass Plug. 


roRake 


install 


LATROBE —the com- 


plete line for res- 


Tel-Jatiiel Madlislasl-ladiel 


relate Mlalel*Etialel Mm cela & 


Catalog on request 


“ULLMAN WKO™ 


CATROBE - PENN: 





















No. 110 "LATROBE" 
WATERTIGHT BOX 


Cut-a-way view of No. 
110 Box showing how 
the tapered unit recep- 
tacle fits tapered open- 
ing in top of box body. 
The last word in design, 
appearance, and_ sim- 
plicity of installation. 
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New Products 





Room Conditioner 


This water cooled room air condi- 
tioner is designed to perform all the 
functions of an air conditioning system. 
Compressor and motor hermetically sealed 
in a single casing. Compressor is 
mounted on rubber mountings to eliminate 


vibration. Cabinet is of genuine inlaid 
walnut. Airtemp, Inc., Dayton, Ohio. 
Desk Lamp 


\ 

This lamp of a simplified design, is of 
antique brass or polished chrome, as de- 
sired. The light rays are first directed to 
the white-enameled inner surface of the 
metallic shade where they are reflected 
and diffused over working surface of desk. 
There is no direct light on the working 
plane because the bare lamp is completely 





concealed from this angle. Inner con- 
cave surface of heat resisting white 
enamel. Wired with six-foot cord and 
equipped with a push-in switch for finger 
tip centrol. The F. W. Wakefield Brass 
Co., Vermilion, Ohio. 
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—_— —_ Unit 

lid el 

This unit is available in two sizes, 
namely, TO-500 for 300 or 500 watt 
lamps and TI-1000 for 750 or 1000 watt 
lamps. Basin of unit is drawn from spec- 
ial etching grade aluminum and is brush 
finished. Inside reflecting surface is a 











matte surface to give wide angle distri- 
bution of light on the ceiling. Basin is 
suspended on three steel rods spaced 120 
degrees apart around the inside of the 
basin. Westinghouse Elec. & Mfg. Co. 








Converter Test Oscillator 


Type 10-A converter test oscillator has 
been developed for testing the perform- 
ance of oscillator sections of converter 
tubes. It is to be used in conjunction 
with the typical tube bridge normally a 
part of the modern radio laboratory 
equipment. It may, however, be operated 
independently when connected with the 
necessary batteries and meters. Boonton 
Radio Corp., Boonton, N. J. 





Dishwasher and Sink 


Features of this dish washer include 
simplified operation with a detergent cup, 
and an improved two handle control, 
stream lined cabinet with kick space and 
back splash, and an improved cover gas- 
ket of a grease resistant rubber-substitute. 
Detergent cup, mounted in hinged center 














section of the top tray, is designed so de- 
tergent placed in cup while loading dishes, 
will be washed into the solution only in 
the power-washing operation after the ini- 
tial spray has been completed. Cabinets 
finished in white glyptal-baked enamel. 
General Electric Co., Nela Park, Cleve- 
land, Ohio. 


Chairside Radio 


Providing utmost tuning convenience, 
this new radio in the “Crosley Fiver” line 
is built to fit beside chair or sofa. In- 
cludes superheterodyne circuit, with im- 
proved tone qualities. Comes in three 
color combinations, Chinese red and black; 
brown wrinkle finish with black bakelite; 
or walnut grained with black bakelite 
tray and brown knobs. Equipped with 





gold reflector-type “Mirro-Dial,” pentode 
output tube, automatic volume control, 
power supply noise filter, antenna and 
ground terminal board. Three-band re- 
ceiver includes amateur and aircraft calls 
as well as short-wave and standard broad- 
casts. Has 5 in. electro-dynamic speaker. 
Crosley Radio Corp., Cincinnati, Ohio. 
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YEAR after} YEAR . . . rrico_ prop- Every TRICO product is outstandingly different — exclu- 


UCTS continue to increase in demand, and the Wholesaler sive —in_a class of its own. It has that “something” that 
who features TRICO gets the “ cream *’ every time. He always gives TRICO Wholesalers the edge on the other 
strengthens his dealer relations, makes new customers, fellow. That ‘* something” covers a m de of * plus 
and steadily builds volume, prestige, and profit for himself. values ** of benefit to him and his customer. 


It's TRICO's enviable reputation for quality — the national advertising 
prestige — efficient field staff — and the "THRU THE WHOLESALER" policy 
that should prompt you to say “IT's TRICO FROM NOW ON.” 

















RENEWABLE FUSES 
with THe Famous 
TAMPER-PROOF 
POWDOER-PACKED 
ELEMENTS 







GENERAL OFFICES 
TRICO FUSE MFG. CO. 
MILWAUKEE, WIS., U. S. A. 












KLIPLOK 
CLAMPS 
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Precision Resistor 


Number 71 vitreous enameled precision 
resistor is of one-watt rating. To be 
used with laboratory equipment, radio 
and electrical test sets and in similar 
applications. Resistor is single-layer wound 
with special alloy wire on a ceramic 





tube. Ends of wire mechanically locked 
and brazed to copper lugs providing 
permanent connection. Easily soldered 
tinned copper wire leads make installa- 
tion convenient. Ohmite Mfg. Co., 4835 
W. Flournoy St., Chicago, III. 


Electric Grill 


This grill with a frying surface of 165 
sq.in. has been designed with unessential 
exposed parts eliminated, giving it an at- 
tractive appearance. By decorating cast 
aluminum upper grid and fluting corners 
of chrome plated steel sides, a stream- 
lined effect has been created. Griddle is 
a a.c. or d.c. Griswold Mfg. Co., Erie, 
Pa. 





Tamper-Proof Radio Battery 


These new A, B and C radio batteries 
are equipped with a plug-in connection 
covered by a tamper-proof safety-seal 
which is not to be removed until battery 
is plugged in. Therefor customer is as- 
sured of receiving an unused battery. 
The “A” line has been rounded out with 





a heavy duty 1,200 service-hour unit, a 
super-service 700-hour unit and a stand- 
ard size 400-hour unit. Specifications 
based on 0.50 amp. drain. Bond Electric 
Corp., New Haven, Conn. 


48 


Bronze Flashlights 


Encased in a solid bronze case, number 
2298 Bronze-Lite is designed with length- 
wise barrel corrugations which provide 
attractiveness and handling security. Lens 
ring is recessed for protection. Case has 
built-in candle-light construction, so re- 
moving lens and reflector assembly leaves 
an electric candle with operating switch. 
Thumb slide and flash button operate on 





separate connections and when in the 
safety off-position, the slide locks the 
bottom up, preventing accidental dis- 
charge of current. 

Number 2527 2-cell Baby Bronz-Lite 
is of the same general construction with 
all the above mentioned features, except 
the ring hanger is omitted. Bond Elec- 
tric Corp., New Haven, Conn. 


Ventilator-Light 


Designed for use where other fixtures 
are required, the “Perfectaire” is a com- 
bined lighting fixture and fan. May be 
placed in ceiling or wall with the cabinet 
set flush with the finished plaster. It 
consists of a motor, blower and housing, 
cover plate and shutter and frame. Units 
furnished complete with wiring materials. 
Exhaust Fan & Blower Co., 53 Park 
Place, New York, N. Y. 





Electric Drill 


New in design, this drill has the chuck 
spindle mounted at right angles to the 
motor which reduces the length of the 
tool by 44 inches. Ventilating arrange- 
ment, consisting of deep vents cast in the 
gear head, provides for free passage of 
air, even though tool is grasped by head. 
Unit is ball-bearing equipped through- 
out and has universal motor which oper- 


ates on a.c. or d.c. Removable insulated 


cap provides easy access to_ brushes. 
Standard voltage—110, also available for 
220 or 250 volts. The Black & Decker 
Mfg. Co., Towson, Md. 





Hand Cleaner 


Engineered for long life thé “Spic-Span” 
cleaner weighs but 44 Ibs. Motor equipped 
with ball bearings and packed with a 
lubricant which eliminates the need for 
oiling. Nozzle is 53 inches wide and 
tapered at ends to facilitate cleaning in 
corners. Nozzle easily removed when ac- 
cessories are to be attached. A rubber 
protective guard completely encircles 
nozzle. Electric Vacuum Cleaner Co., 
1734 Ivanhoe Rd., Cleveland, Ohio. 





Window Display 


This display is for use with the actual 
product. Card folds at bottom to act as 
base for the juice extractor. Die cut tip 
near center of card is inserted as shown 
in illustration. The display is 23 inches 
by 23 inches and is recommended for 
window displays. Hamilton Beach Co., 
Racine. 





ELECTRICAL WHOLESALING — December 1937 




















Radio Transformer 


The line of ‘“Plastic-Sealed” radio 
transformers of this manufacturer has 
been expanded to include audio, input, 
output and interstage transformers and 
chokes. Coils are machine wound, vac- 
uum dried and impregnated. Cores of 





silicon steei laminations, annealed after 
stamping, with the complete assembly en- 
closed in a special molded plastic of high 
melting point, which insures positive pro- 
tection against moisture and condensa- 
tion. Windings of transformer completely | 
protected at all times. Jefferson Electric 
Co., Bellwood, Ill. 


Modernistic Coffee Maker 


Furnished with either black or red 
trim, this glass coffee maker is made 
with handles so located on base that it 
will not become top heavy. Glass bowls 





EASY WAY 
to do a Good Job 











WITH APPLETON 
“35 LINE” UNILETS 








Threaded 
type in all 


popular styles e Why not save time and money through the 
convenience of installation of Appleton “35 
Line” Unilets. The absence of ear lugs and the 
rounded ends of the cover opening give you 
more wiring space, and make a quicker and 
easier job. 

Appleton Unilets are made of malleable iron 
— giving strength yet lightness in weight. The 
cadmium finish provides positive resistance to 
rust and corrosion. 

Write for further information. 








are heat resisting. Strainer of one piece 
construction. Capacities—4, 6 and 8 cups. 
Landers, Frary & Clark, New Britain, 
Conn. 


Illuminated Mirror 
For use when shaving by men, or ap- 
plying make up by women, this illumi- 
nated mirror provides the scientifically 
correct amount of light. The standard 
mirror, about 8 in. high, has a smaller 
magnifying mirror on top. Two small 


Sold Through Wholesalers 


APPLETON ELECTRIC COMPANY 


No-Thread 1734 WELLINGTON AVENUE CHICAGO, U. S. A. 
type in all 
popular styles New Yorx: 76 Ninth Avenue Derrorr: 7310 WoodwardAve. 


3 San Francisco: 655MinnaSt. Sr. Lovuts: 420 Frisco Building 
WS j Los ANGELES: 340 AzusaSt. Artanta: 203 Luckie St.N.W. 


APPLETON 


drawers are provided, to hold cosmetics | Threaded and No-Thread Malleable 


or shaving outfit. Finished in hand | 


rubbed solid walnut. Outlet in base of | aj ear 
mirror provides convenient connection for | Standard for Better Wiring 


electric razors. American Automatic De- Reg. U.S. Pat. Off. 
vices Co., Chicago, Ill. 
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EXPERIENCE 


MAKES POSSIBLE THE 
NEW MODEL W 


RELIANCE LINE 


OF SYNCHRONOUS 
ELECTRIC TIME SWITCHES 
TO INCREASE YOUR SALES 


Ii 


—— 

-——_ 

—- 
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— 
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Extremely simple, compact, 
economical, dependable. — 
Covers practically every time 
switch need with only 3 types. 


Embodying the very latest ideas in de- 
sign and construction, this line offers 
innumerable exclusive features, giving 
you more time switch sales opportuni- 
ties. Heavily constructed for years of 
dependable service. Fully guarantesd 
against defective workmanship and ma- 
terial. New descriptive literature is just 
off the press. Write for complete in- 
formation. 


PRICES 
@ Type W-I1 single pole, single throw. 
J eee te einer 
@ Type W-22 double pole, single throw. 
eh eis A late nare $14.00 


@ Type W-33 single pole, two circuit. 
Dik ea one ees Pas $16.00 


THE RELIANCE LINE OF 
TIME SWITCHES 


is comprised of the RELIANCE, RA- 
CINE, BADGER, and the new MODEL 
W RELIANCE, The 31 standard types 
in the line are the result of over 23 
years of concentration in this highl, 
specialized field. Full information on thi; 
profitable line will be gladly sent on 
request, 


RELIANCE AUTOMATIC 
LIGHTING CO. 


1911 MEAD ST. RACINE, WIS. 
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Personals 


Baron Coleman, formerly with Coleman 
Electric Co., Allentown, Pa., has joined 
Lightolier’s sales force. 


W. T. Bronson is handling all lines for 
Graybar’s Reading, Pa. house. Bronson 
was formerly at Philadelphia. 


Paul S. Eben and Sarah Butterick are 
new names at the Silver Electric Supply 
Co., Reading, Pa. Eben joins the sales 
force and the young lady takes care of 
the books. 


Donald F. Clash has joined the Acorn 
Insulated Wire Co., Brooklyn, as fac- 
tory manager. Donald was with Ana- 
conda before his present connection. 


Edward Costello of the Graybar house 
at Columbus, Ohio has been elected a 
member of the Columbus Association 
of Purchasing Agents. 


Dorothy Stewart, formerly with the 
Utah Power & Light Co. has joined the 
Westinghouse Electric Supply Corp. of 
that city. Dorothy is a home economist 
and will devote most of her time to 
teaching dealers and their salesmen the 
fine art of selling ranges. 


T. R. Graham is now with the electrical 
department of Bright’ & Co., Reading, 
Pa., specializing on radio sales in the 
territory. 


Bill Arlund, formerly with the Kahlman 
Steel Co. as sales manager, is now a 
member of the sales force of Fife Elec- 
tric Supply Co., Detroit. Bill contacts 
industrials and contractors. 


Ralph R. Beal, for the past year and a 
half supervisor of RCA’s television field 
tests, has been promoted to Research 
Director, a newly created post. 


Charles R. Pritchard, formerly appliance 
sales manager at the Atlanta house of 
the G.E. Supply Corp., has been trans- 
ferred to Bridgeport as manager of spe- 
cialty appliance sales. 


W. H. Edman is now lighting specialist 
for the Westinghouse Electric Supply 
Co. house at Allentown, Pa. Edman was 
formerly with the Manufacturing Co. at 
Cleveland. 


C. E. Donely is now covering the Har- 
risburg, Pa. territory for the Stromberg 
Electric Co. Donely is well known in 
that territory as he was formerly as- 
sistant electrical engineer at the Dau- 
phin Electrical Supplies Co. 


Albert J. Brock is now representative of 
the General Electric Home Bureau in 
St. Louis. Brock has been engaged in 
automobile and appliance merchandising 
in that city for many years. 


Edison H. Lanyon is on the sales force 
of the supply department of the Scran- 
ton (Pa.) Electric Construction Co. Be- 
fore his present connection, Lanyon 
was with the Penn Electrical Engineer- 
ig Co. of that town. 


Ralph J. Shooks and Agnes Belke are 
now with the Ackerman Electrical Sup- 
ply Co., Grand Rapids, Mich. Ralph has 
charge of shipping and receiving; Miss 
Belke is selling fixtures. . 


Raymond Green is covering Philadelphia 
and vicinity for the Gold Seal Electric 
Supply Co. of that city. 


Marion L. Marshall is the new home 
economist at the Iron City Electric Co., 
Pittsburgh. Miss Marshall works with 
the dealers and their salesmen. 





IN MERRY OLD ENGLAND was 
Gerard Swope recently, and of course 
he dropped into the subsidiary com- 
panies of General Electric to see how 
the wheels were rolling, also to have a 
nip of tea. His companions are mem- 
bers of the International Refrigerator 
Co., a subsidiary of the International 
General Electric Co. From the left, 


C. W. Barrett, chief commercial en- 
gineer; A. W. Weekes, product man- 
ager; R. J. Simpson, joint managing 
director; Mr. Swope; G. N. Robbins, 
provincial sales manager; J. Stewart, 
board chairman and A. R. Crew, sales 
promotion manager. 
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These messages, suitable for use in newspapeis, direct- 
mail advertising or your own company publication, 
are available to wholesalers as well as utility companies. 


A number of wholesalers are finding it profitable. i 
Anaconda will supply booklets, ads, other materials 


INCE the Anaconda “Modernize Wiring” program got under 

way a little over a year ago, many wholesalers have found it 

profitable to cooperate. We believe the movement is just gaining 
momentum. 

One wholesaler opened up 26 new industrial accounts by putting 
on a drive with our sales materials. A contractor customer of another 
who had been unable to induce a factory owner to make needed 
changes in his plant, writes as follows: ‘“‘A short time ago I sent 
for a copy of the Industrial Wiring Survey and decided to try my 
prospect again. It seems that when you get it in ‘black and white’ 
it is successful. Now I want more copies to use with other plants.”” 

The two books shown here outline a definite approach for your 
salesmen. Costly losses now being suffered by industrial plants can 
be revealed by means of a wiring survey. These books show how to 
make that survey. They also show what to do to remedy the con- 
ditions found. 

Use these books as a ‘‘door opener” to interest the industrial 
plants in your locality in an electrical modernization program. We 
will assist you by supplying books, forms for sales letters, material 
for ads, and complete directions for carrying on a campaign. A num- 
ber of wholesalers are making use of our materials, why not you? 

An Anaconda representative will be glad to discuss this pro- 
gram with you on request. 375688 


ee ee ee ee ee ee 


This advertisement is one of a series 
addressed to the industrial executive. It 


[ . 
appears in Time, Business Week, and Uu on 
a large number of industrial magazines. i l Ise this CO 
5 g if you pref er 


ANACONDA WIRE & CABLE CO. 
25 Broadway, New York City 
We should like a copy of your books and outline for a 
campaign. 
ANACONDA 


from mine to consumer 


bates Offices in Principal Cities 
i 











A MAN 
came into our office and said: 


Listen! You sell both malleable shields 
and steel expansion anchors . . . . so why 
don’t you tell people the advantages of 
your steel anchors over malleable shields 
in work such as concrete and stone? 
Certainly, steel anchors are much han- 
dier, easier to use, have a lot more hold- 





ing strength . . . . heck! Why should I | 
try to tell you how to run your business? 
But you ought to get wise to this steel 
anchor business. 





OBITUARIES 





J. D. Cross 


Jack Cross, long associated with the 
electrical industry, died October 23 as 
a result of an automobile accident. 
Born in Albany, N. Y., in 1884, Jack 
entered the electrical industry in 1895 
with General Electric Co.’s supply dept. 
From 1909 until the time of his death, 
he spent most of his time in the appli- 
ance business in the Chicago area. Mr. 
Cross is survived by his wife and 10 
children. 


Richard J. Heaney 
Following a long illness, Richard J. 


| Heaney, manager of the electric fan 


PAINE STEEL ANCHORS ARE 
CERTAINLY EASY TO USE 


_ section of General Electric Co., passed 
| away on October 22 in the New Haven, 


| Conn. General Hospital. 

















Attach anchor loosely to 
object to be anchored— 
































Tighten with a wrench— 
and you have a secure 
permanent anchorage 


TWO TYPES 
Fig. 925 


4} Of heavy gauge, 
§¥ stamped steel. Con- 
sists of a_ sleeve 
(upper part) and ex- 
panding cup (lower 
part). Used with a 
carriage belt, with 
head of the bolt at 
bottom of hole. 


Tighten as much as pos- 
sible with the fingers 






¥ 


il 





I 
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Fig. 930 


Cosists of a machine 
screw or square head 
machine bolt, a sleeve 
and a threaded ex- 
pansion cup. As screw 
is tightened, jaws of 
cup spread up and 
outward, 





Fig. 925 Fig. 930 


THE PAINE co. 


Dept. 722, 2947 Carroll Ave., Chicago 
79 Barclay Street, New York 
Offices in many other principal cities | 
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He had been associated with General 
Electric for 42 years, 


Joseph Lowenstein 


Joseph Lowenstein, president of the 


| Franklin Electric Co., Atlantic City, 
| N. J. died on October 15 at the Jeffer- 


son Hospital in Philadelphia. 





BooK REVIEWS 





Central Stations 


Because the last few years have 


| brought about changes and improve- 


ments in control station practice, George 
E. Hall has revised the last edition of 
“Central Stations,’ written by Terrell 
Croft in 1929. 

Many of the fundamental principles 
of generation, transmission, and dis- 
tribution of electrical energy have re- 
mained almost unchanged, but there 
have been new developments in equip- 
ment, such as turbines, network systems, 
lighting protective apparatus, and dif- 
ferent types of voltage regulators (the 
original book was concerned with gen- 
erator regulators only) which are in- 
valuable to those who want to keep 
abreast of modern practices. 

The book is so written as to make it 
understandable to the average practical 
man; starting, as it does, with definitions 
of the nomenclature of the trade, and 
proceeding step by step through the 
problems of electrical-energy distribu- 
tion. Demand, diversity, and load fac- 
tors are considered in the first sections, 
and then the problems of direct and 
alternating current circuits, automatic 


Hill 


voltage regulators, switchboards and 
switchgear, and the adaptability of 
steam, internal-combustion-engine, and 
hydraulic prime movers are covered. 
The terminology and practice conform 
to the latest standardizations of NEMA, 
AIEE, and the regulations of the Na- 
tional Electrical Code. (McGraw-Hill 
Book Co., 330 West 42nd St., N. Y. C. 
$3.00. ) 


A New Book On 


Transformers 


A number of good books on trans- 
formers are available for designers and 
students whose interests are largely in 
the theoretical and mathematical aspects 
of the subject. Many others in the 
electrical industry will welcome this 
simple, nonmathematical description of 
single-phase transformers, auto-trans- 
formers, and instrument transformers. 
The book covers a wide variety of re- 
lated problems such as transformer in- 
sulation, oil, coils and cores, cooling, 
testing, radio adjustment and phase 
transformation. It also discusses the 
care and operation of transformers. It 
is a good book to recommend to cus- 
tomers faced with transformer prob- 
lems. (“Transforrher Principles and 
Practice,” J. B. Gibbs, $2.50, McGraw- 
Book Co., 330 West 42nd St., 
Noe. SS) 


“How To Sell 
Through Wholesalers” 


This is the title of a new book by E. 
B. Weiss, an advertising man, and C. 
B. Larrabee, Managing Editor of 
Printers Ink. The authors point out that 
the basis for profitable operations be- 
tween wholesalers and manufacturers 
must rest on a thorough understanding 
by manufacturers of how wholesalers 
think and act, why they think and act 
as they do, and how manufacturers can 
best utilize the methods of the whole- 
saler in their own planning. 

The book is intended to introduce 
manufacturers to wholesalers so that 
both can achieve their common aim— 
to sell more goods more profitably. 
According to the authors only 20 per 
cent of the wholesalers, of all types, are 
really progressive. 

The book is valuable to manufacturers 
and wholesalers of electrical products 
even though the examples cited are 
largely drawn from the food and drug 
trades. Principles are the same. The 
following chapers will be found particu- 
larly valuable: “Why Jobbers Don’t Co- 
operate,” “The Jobbers’ Sales Manager 
and His Salesmen,” “P M’s for Job- 
bers’ Salesmen,” “The Saturday Meet- 
ing of Jobbers’ Salesmen,” and “When 
You Write To Jobbers’ Salesmen.” 
(Harper and Brothers, New York 
$2.75.) 
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Tnade 
Literature 


Lighting 

A four-page folder dealing with 
ready wired sockets, streamers, and 
accessories for decorative lighting. 
Pass & Seymour, Inc., Solvay Sta- 
tion, Syracuse, N. Y. 


Lighting 

A newly revised edition of Benja- 
min Catalog #26. It includes data on 
industrial lighting, flood lighting and 
signals, specifications, engineering 
recommendations, floor layout plans, in- 
tensity formulae, lighting efficiency 
curves, and installation illustrations. It 
is sectionalized and cross indexed to fa- 
cilitate handling. Benjamin Electric and 
Mfg. Co., Des Plaines, Illinois. 


Lighting 

The Edwin F. Guth Company, St. 
Louis, Mo., has released a four-page 
pamphlet dealing with indirect light- 
ing and the new “Louvre Lens” which 
can be used with recessed, semi-re- 
cessed or surface type lighting equip- 
ment. 


Meters 

A loose-leaf catalog covering a com- 
plete line of watt-hour meters, acces- 
sories, and supplies. General Electric 
Co., Schenectady, N. Y 


Store Lighting 


Direct-indirect lighting for store in- 
teriors with Storlite luminaires is the 
subject of a catalog section published 
by the Westinghouse Elec. & Mfg. Co., 
Lighting Division, Cleveland, Ohio. 


Switches, Fuses, Industrial Control 


Catalog No. 60, Colt-Noark Elec- 
trical Division, Colt’s Patent Fire 
Arms Mfg. Co., Hartford, Conn., con- 
tains information on Safety Switches 
Industrial Control Equipment, Meter 
Service Systems, Entrance Switches, 
Fuses, Cast Iron Service and Fuse 
Boxes. 


Tubes 


A convenient Technical Manual, 
bound with a Wire-O binding, per- 
mitting it to lie flat, and containing 
information on tubes and tube applica- 
tions needed by service men. It is of 
a handy pocket size. Hygrade Syl- 
vania Corp., Emporium, Pa. 


Wiring Devices 


A Table of Comparative Catalog 
Numbers, containing the numbers of 
electrical wiring devices listed by vari- 
ous manufacturers compared with 
those of the nearest similar Bryant 
device. The Bryant Electrical Com- 
pany, Bridgeport, Conn. 














Spots High Intensity Light 
Directly on Working Area 







EVERY UNI-FOCAL 

Reflecting light rays into a converging beam, the Fostoria Uni-Focal 

L | G H T | 4 G unit provides a degree of light intensity exceeding that of any other 

N E E D catalog of Fostoria Localites in various types engineered for specific 
lighting requirements. 


small reflector It is ideal for use where highly accurate seeing is 
* THE FOSTORIA PRESSED STEEL CORP. 


required over a small working area. The Fostoria Supporting Arm 
FOSTORIA, OHIO 





permits instant adjustment of the light exactly as wanted. Write for 









FOR BETTER THAN 
ORDINARY 
DURABILITY 


Sa ecihy ZA 
Ps 


DOUBLE DIP 
HOT GALVANIZED 
POLE LINE MATERIALS 


Made from the best quality, new rolled, 
open hearth steel . . . shaped and fash- 
ioned with consummate skill and pre- 
cision . . . positively weatherproofed by 
the Double Dip Galvanizing process, 
Oliver Pole Line Materials conform to 
the most rigid specifications of the Public 
Utility Industries. 


OLIVER IRON AND 
STEEL CORPORATION 


PITTSBURGH, PA. 
2) 


OLIVER “a MATERIALS 


NaY ACCEPTED SINCE 1894 
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